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The judicious distribution of 192,000 
votes would assure the election of either 
Presidential Candidate. 


The Philadelphia 


RECORD 


with its 192,000 circulation daily, assures 
you of the greatest publicity and at the 
lowest rate of any Philadelphia paper. 


TWENTY-FIVE CENTS A LINE. 


The Sunday Recorp, with 160,000 
circulation, twenty pages, all one section, 
at 20 cents a line is the best Sunday 
medium in the United States. 












** By returns advertisers are receiving through Tue Recorp it seems as if everybody 


in Philadelphia and for fifty miles around reads THe Recorn."’—Mail Order Journad. 
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The cost of issuing the American Newspaper Di- 
rectory is about thirty thousand dollars a year. To repay 
that outlay by the sale of books, at the retail price, would 
call for an edition of six thousand copies. ‘The number 
of copies actually disposed of in a year is not far from 
nine thousand copies. The sales, however, are not all 
made at the retail price and a good many copies go to 
newspaper men who prefer to pay in advertising space 
which though valuable is not equivalent to spot cash. 
Beyond the cost of the publication a reasonable profit on 
the business has to be provided for. It has been found 
that in the case of the American Newspaper Directory, 
like that of most newspapers, without an income from 
advertisements its publication would not be profitable. 

Newspaper men commonly prefer to pay for a service 
with advertising space instead of cash, if it can be so ar- 
ranged, and it has been the practice of the Directory 
publishers to acquiesce in this preference and accept dis- 
played advertisements for the Directory, with the under- 
standing that the price shall be paid in space at cash 
rates less the usual agent’s commission. 

To meet the views of some exceptional newspaper 
men who are unwilling, on principle, to entertain any pro- 
posal looking to an exchange, it has been the custom of 
the Directory publishers to allow a discount of ten per 
cent from the cash rate for a check in full settlement 
accompanying the order for an advertisement. 

For the small Publishers’ Announcements that follow 
the description of a paper in the body of the book, cost 
ing only fifty cents a line, and frequently amounting to 
no more than a dollar or two, it is found best to exact 
the cash in all cases, thereby avoiding complicated small 
accounts, vexatious bookkeeping and collection charges. 

A free copy of the Directory in all cases goes to 
every person having an advertisement inserted that 


amounts to ten dollars or over. 
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THE “STANDARD OF 
TASTE.” 


The paragraphs that follow 
were written for PRINTERS’ INK 
by Mr. Charles Martyn. ass:stant 
editor of the Caterer, a New 
York monthly. They represent a 
phase or circumstance in the in- 
troduction of wines and_ food 
products that is well worth con 
sideration. Mr. Martyn ends up 
with a little “puff” for his own 
publication, but he would hardly 
be human if he did not yield to 
so great a temptation: 

The standard of taste, in this 
country, in matters of eating and 
drinking, is found in no pedestal 
of individual fame or position; it 
must be sought in semi-public in- 
stitutions—in the leading restau 
rants and hotels. For a genera- 
tion “Delmonico’s,” to cite an ex- 
ample that we all recognize, has 
stood in the public mind as a liv- 
ing symbol of the highest epicur- 
eanism, and to-day, with the Wal- 
dorf-Astoria, the Holland House, 
Sherry’s and one or two other 
establishments, you find a veritable 
standard in it whose influence is 
felt from one end of the country 
to the other. All of the estab- 
lishments mentioned are of New 
York, but this influence is not a 
thing necessarily confined to the 
metropolis. Indeed, while the 
metropolitan establishments may 
be described as the universities of 
epicureanism, the leading hotels, 
clubs and restaurants in other 
cities could rightfully lay claim to 
the title of its colleges. Whatever 
1s approved by any number of our 
“colleges” of taste is sure to be 
accepted by the public in general. 
Listen to almost any man he 
orders a bottle of champagne. In 
ninety-nine cases out of a hundred 
he will ask for one of four or five 
well-known brands, entirely heed- 


as 
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iess or ignorant of the one hun- 
dred and fifty others in the mar- 
ket. Why? Because in that and 
other establishments he has been 
made familiar with their names, 
he has seen them repeatedly on 
the wine list and has heard them 
suggested by the proprietor and 
his assistants, and when it 
comes to his turn he naturally fol 
lows the lead set. For all he 
knows, there may be fifty other 
champagnes as well made and as 
exhilarating. And when that man 
orders a case of champagne or any 
other wine or liquor sent to his 
home, not all the persuasions of a 
wine-dealer could induce him to 
taste any but the special brand 
with which he has thus become ac 
quainted—if he did so, even if the 
kind delivered to him was just as 
expensive, his guests would not 
enjoy it half so much, they would 
hardly realize they were drinking 


sO 


champagne and would mentally 
classify it with the numberless 
imitations that occupy the back- 


ground of obscurity—all because 
(though they themselves could not 
perhaps explain the reason) it had 
failed to receive the tacit approval 
of the establishments which repre- 
sent the standard of taste—and 
this, mind you, irrespective of the 
merits of the unrecognized wine 
thus drank. The truth of this is 
indirectly certified by the fact that 


one or two prominent’ brands 
have, by recognizing this condi 
tion of affairs, thus acquired a 


standing here much higher than 
is accorded them in their own 
country or elsewhere in Europe 
and by the further fact that at 
least one brand has not been ad 
vertised nearly as much directly 
to the public as many “outside” 
kinds. The ordinary man would 
indeed hesitate to order before 
friends a newly advertised brand 
unless it had received the un- 
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spoken indorsement of one or 
other representatives of the stand- 
ard of taste; without that indorse- 


ment he would fecl somewhat as 
though he were ordering a new 
patent medicine. With it, he 
would have the satisfaction of 
knowing that Le had thus stamped 
himself as “up to date.” 


This idea is not confined to im- 
ported wines. If a man wishes a 
wine, the brand that he 

finds on a hotel or restaurant bill 
of fare him unconsciously 
placed distinctly apart from the 
one that is associated only with 
b.llboards or daily newspaper ad- 
vertising. [ do not for a moment 
desire to deny the benefit to 
derived from advertising a cham- 
pagne or anything similar in pa- 
pers, street and magazines. 
On the contrary, given two or 
more articles both on the best 
wine lists and both recommended 
by the establishments 
the advertising to the public often 


domestic 


is by 


be 


cars 


themselves, 


decides between the two; and, for 
a food, the connection between 
the outside advertising and the 
reading of the name on the bill 


of fare at once excites interest and 
suggests a desire to “try it.” But 
for these particular lines, the ad 
vertising to the public is in many 
cases the secoid to be considered. 

It is no wonder that shrewd 
business sense the most 
successful wine dealers and agents 
to direct their best efforts to ob- 
taining and holding the trade of 
the leading hotels, clubs and res- 
taurants, for by and through them 
they secure and retain their firm- 
est grip on the custom of the gen- 
eral public. 

Take again the case of a new 
food product. No matter how 
largely it may be advertised direct 
to the public, the majority of 
householders will pass it by with 
a more or less slighting reference 
to “another new-fangled food’— 
the men won't be much impressed 
by the advertising and the women, 
except a few, won't want the 
trouble of learning something new. 
Sut let that man taste that same 
food at his club or some good ho- 
tel or restaurant and he will im- 
mediately begin to inquire at 


causes 


home, “Why can’t we have some 
of such-and-such here? The) 
serve it at Brown's and I tell you 
it's fine. And the advertisement 
say it’s easy enough to make, too 
Aloreover, in the case of a food 
there is a special advantage in this 
method of introduction, tor in ad 
dition to the approval (implied by 
placing an article on the bill 
fare) of those who from their ver 
profession are supposed to kno 
what is good to the palate, is th 
tremendous advantage that, befor 
it comes to the table, it has bee 
prepared under the eye of a pro 
fessional chef whose ability com 
mands for him a salary of from 
$1,200 to $8,000 a year, and that, 
in consequence, every Merit, every 
pleasing quality is brought out 
the guest partaking of it does so 


1 


under the most tavorable condi 
tions, and so he naturally wishes 
to see it used in his own hom 

Furthermore, when that food 
comes on his private table, if it 


has been spoiled in the cooking or 
serving, instead of blaming it on 
the food, he otherwise would 
most certainly have done, he says 
that the trouble must be in th 
cooking, because it was very dif 
ferent the way he had it 
Brown's; and he has it tried 
again until it is prepared properly. 
What better advertising could any 
article have? In the of 
wine, it is the prestige of the lead 
ing hotels, clubs and restaurants 
which carries the weight; in th 
case of a food, it is both the pres 
tige and the advantage of expert 
preparation. 

When, these things considered, 
one pauses to think of the vast 
number of people who regular! 
or occasionally lunch or dine 
hotels, clubs or restaurants 
of the many thousands, hundred 
of thousands, who for some wec] 
or months of every year, traveling 


as 


Case 


9 ] 
and 


on business -and pleasure, mak 
these establishments their tem 
porary homes and_ refreshment 


places, one readily sees how wid 
ly disseminated is the influence of 
these colleges of living, the Amer 
ican “Standard of Taste.” 

It is because of this—of this and 
the fact that the Caterer, as the 
























































“monthly text-book” of the busi- 
ness, is carefully studied by 3,500 
of the best hotel, club and restau- 
rant men in the country—that the 
biggest advertisers in the country, 
many of them firms wh‘ch bar all 
other trade and class ptblications, 
are now purchasers of space in 
its columns. Indeed, when, in 
summing up, one adds this free 
but most valuable form of adver- 
tising to the enormous total of the 
direct purchases of the hotels, 
‘lubs and restaurants (the Cater- 
er's subscribers buy, on a conser- 
vative estimate, $60,000,000 of 
perishable supplies alone every 
year), you will see that it is no 
idle boast to introduce the Caterer 
to an advertiser with the assertion 
that it offers “absolutely the choic 
est circulation obtainable.” 





SOUVENIR CRAZE SCHEMES. 

Some of the brewery concerns and 
wine houses are taking advantage of the 
new fad for collecting souvenir glasses 
with their firm name and trade-mark of 
their product etched upon them. Dur- 
ing the convention of the National Edu- 
cators in Charleston, S. C., the Ger 
mania Brewery of that city gave away as 
souvenirs no less than 300 glasses. 

Many hotels take advantage of the 
fad for collecting crests and have de 
vised elaborate ones, which are used 
on all their stationery. But the crest 
is generally cut out by the faddist, and 
a sheet of paper or an envelope spoiled. 
This fact has impelled the Hotel Not- 
tingham in Boston to devise another 
scheme. A neat card, suitable for 
mounting, has been prepared, on which 
is the hotel’s handsome crest, embossed 
in rich colors, and of these guests and 
collectors can help themselves freely 
One of these, too, is dropped into every 
letter sent out from the manager’s office. 
Crosby’s Restaurant, on School street, 
Boston, has also recognized the crest 
collecting fad, and a specially handsome 
design has been prepared for use on the 
menu cards. The menus each day are 
changed, and the crests are carefully 
ut out from each one and placed on a 
Iver at the cashier’s desk, and guests, 
as they pass out, mav take one. 

F. N. Hotiincswortn. 





<o 
A COMPARISON. 

The Yale authorities will not proceed 
against the whisky establishment that 
is making an unwarranted and un 
warrantable use of the Yale seal, lest 
their efforts may serve to advertise the 
whisky. The Yale attitude on this sub- 
ject is, as the Boston Herald suggests, 
like that of the man who said he 
didn’t object to being cowhided on the 
Street bv an actress, but that he did 
object to being used as an advertising 
medium for her show.—Kansas City 
Mo.) Journal, Oct, 11, 1900, . 
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HE IS THE “HERALD.” 
It seems marvelous that James Gor- 
don Bennett can successfully manage his 
great paver, the New York Herald, fron 





Paris. Yet he has been doing this thing 
for many years Although so far away, 
he has no difficulty in keeping tra of 
his newspaper. He is in constant cable 


communication with the office, and mes 
sages are sent back and forth as freely 
as over a short telegraph line in this 
country. Mr. Be nett knows every day 
what is happening in the office. \ hen- 
ever he desires to have a talk with one 
of his lieutenants he has him come to 
Paris at his expense. William C. Reick, 
the city editor, visits the French capital 
four or five times a year. Mr. How 
land, the business manager, frequently 
crosses the Atlantic to consult with his 
chief. Even the foreman of the press 
room is occasionally summoned. ‘the 
Herald staff is so well organized that 








the aper runs as smoothly as though 
Mr. Bennett were in the office. His 
person lity 1s st imped upon every issue. 
He is the Herald.—Fourth Estate. 
Sn anal 
THREE OF A KIND. 


Under the foregoing title, a merchant 
advertises thus in the Sherman (Tex.) 
( urier 
juffalo Bill has the wild west show, 

With rough riders from every land; 
Ringling Brothers have the circus, 

Advertised so great and grand. 

One claims this, the other claims that; 
Both are worth going to see; 
But when it comes to setting up stoves 
Harvey Hayden is the man for ME 

Hle takes them down, cleans them up, 

And makes them as good as new; 
Ilis prices are right- not out of sight; 

He is also the man for YOU 


_ +o. — 





A POSTER NOW ON NEW YORK BOARDS, 
IT LOSES CONSIDERABLE OF ITS ATTRACTION 
WN THE PRESENT REPRODUCTION, 
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ADVERTISING LITERATURE 

AT THE PARIS EXPO- 
SITION. 





A correspondent of PRINTERS’ 


INK writes: 


Considering the importance of 
the occasion, and the great ex- 
pense to which many of the ex- 
hibitors went to, the advertising 
matter at the Paris Exposition 
was very poor. Some very ex- 
pensive exhibits were entirely 
without any explanatory matter 


at all, and advertising novelties— 
such as we are used to in affairs 
of that kind in this country—were 
conspicuous by their -bsence. 

I understand that the French 
Government placed certain re 
strictions on the use and distribu- 
tion of printed matter in connec- 
tion with exhibits, but <. ere could 
have been no valid reason for pre- 
venting the g.atuitous r-:esenta- 
tion of descriptive matt_r in rela- 


tion to each exhibit. The real 
reason for the restriction seems 
to have been thzt too many ex- 
hibitors had foolishly breught a 
whole lot of cheap and flashy 
printed matter with them—litera 


ture 
character 


wholly out of place with the 
of *: Exposition. 

There never was a_ better 
portunity for the judicious distri 
bution of good advertising litera- 
ture, describing the various ex- 
hibits. Of course, most of it, to 
be effective, had to be of a poly- 
glot character, and the more lan- 
guages it appeared in the greater 
was the expense, but in affairs of 
this kind it is cheaper, in the end, 
to do the thing right than to only 
half do it, or leave it undone. Sev- 
eral American houses who had 
exhibits had no literature what- 
ever for distribution, and far 
educating the visitors about 
their products, they might as well 
have kept them at home. 


op 


SO 


as 


In my opinion, the English ex 
hibitors were clearly to the fore 
in the matter of judiciously adver 
tising their individual shows. The 
class of circular or booklet dis 
tributed did not convey the id 
that the advertiser had been savy 
ing with his printing bills. There 


was a lavish generosity as regards 
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quality and quantity of printed 
matter that was not observabl 
among other nations. 

The Shoe and Leather Record, 


40 Finsbury Square, London, Eng 
issued a very practical “Guide to 
Paris and the Expvsition,” 
sisting of ninety-six pages 
cover. It was published to sel 
at sixpence, but the British Unit 
ed Shoe Machinery Company, 
Limited, gave it away to — 
with their compliments printed « 
the front cover. This was a very 
good ad, as the book was of real 
worth to the recipient. 

To the Singer Manufacturing 
Company, of New York, certainly 
belongs the palm of putting out 
the most attractive advertising of 
any firm in this country, and th 
reason why I think they are en 
titled to it because of the di 
verse nature of the ads. There 
were plenty of leaflets, folders and 
booklets distributed from their 
Paris headquarters, but a_ series 
of twenty 6x4" » colored cards, en 
titled’ the “American Singer Sx 
ries,” and portraying in their natu 
ral the leading song-birds 
of America, proved to be a great 
success, and full sets of these 
cards were much sought after 
all. The reverse of each 
was different, each one showing 
Singer Sewing Machine, 
operated by a woman of differet 


con 
and 


is 


colors 


ca dl 


being 


nationality, in her national cos 
tume. The cards were headed 
‘The women of all nations prefer 
them.” Another series of colored 
cards put out by the same firm 
represented different views and 


sections of the Exposition in very 
vivid colors, with the “Singer’”’ ad 
on the backs. 
The Crescent 

of Pittsburg, gave 
lent booklet on steel 
consisted of thirty-two 7 
pages of descriptive matter, wit 
marginal half-tone illustrations 


Steel Compan 
away an excel 
making. It 
4x5 

1 
| 


1 


It was printed on heavy plate pa 
per, and was one of the most 
costly advertising booklets dis 
tributed at the Exposition. But 
taking the ordinary run of Ameri 
can exhibitors, their —es 
matter could only be described <¢ 


“cheap and common.” 
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CHANCE FOR A GAMBLE. 


CHARLES AUSTIN BATES’ NEWEST 
SCHEME, 


About every other week during 
the past few years some sapient 
soul has taken the universe over 
into a quiet corner and poured this 
burning question into its weary 
ear: 

“If the advertising expert can 
tell other people how to make a 
business success for the small 
price of $2.00 a shake, why can't 
he make a success and a fortune 
in business himself?” 

My answer to this question has 
always been that he could, pro- 
vided he were the right sort of 
an expert, and I now propose to 
demonstrate to all mankind that 
I am correct. 

To this end I have been mainly 
responsible for the organization of 
The Laxakola Company, 

This company will manufacture 
and sell a medicine called Laxa- 
kola and will either make a fort- 
une out of it or not. 

[ believe it will and am pre- 
pared to back that belief to the 
end. 

Of course, what is needed js the 
right sort of an advertising cam 
paign, and in order to have that 
we must have some money, 

What I want to find now is a 
sufficient number of adventurous 
people to take a chance in this en- 
terprise. 

There ought to be enough men 
around the country somewhere 
who really believe that Iknowhow 
to plan and handle the right kind 
of an advertising campaign for 
a patent medicine, or who are 
gamblous enough to take a chance 
with me and to put up part of the 
money necessary to do the adver- 
tising I want to do for a sufficient 
length of time to demonstrate 
whether there is anything in it. 

If my own faith in my ability 
to do this thing properly fails to 
find any response in the breast of 
the reader he might as well stop 
right here, as the details won't be 
particularly thrilling. 

Laxakola is a liquid laxative 
medicine compounded by Mr. S. 
M. Crombie, Ph.C., and for some 


time has had a considerable sale 
in Michigan and Wisconsin. 

Mr. Crombie is a graduate of 
the Michigan College of Pharmacy 
and a druggist of many years’ ex- 
perience in Ypsilanti, 

He experimented for a long time 
with this medicine, watching ef- 
fects and consequences, adding 
different ingredients and changing 
their proportions from time to 
time in the light of his experience 
with the medicine. 

When he perfected it to his 
thorough satisfaction he believed 
that he had the best laxative medi- 
cine that was ever put together, 
and from results it seems that he 
is not far from right. 

The medicine has_ certainly 
achieved a very flattering success 
considering the limited field it has 
had, and there seems to be no 
good reason why, if it is properly 
placed throughout the country 
and well advertised, its success 
should not become a general, per- 
manent and profitable one. 

Laxakola differs from and is un- 
doubtedly better than the ordinary 
laxative or cathartic medicine. 

It is not only thoroughly effi- 
cient, but its use is accompanied 
Vv no griping or other disagree- 
able consequences, and it contains 
tonic elements which other medi- 
cines of similar character lack. 

The ordinary laxative leaves the 
patient in an enfeebled and gen- 
erally torn-up and turned-wrong- 
side-out state which is more than 
likely to cause an immediate re- 
currence of the constipated condi- 
tion which the right sort of a lax- 
ative should correct without any 
ill after effects. 

The tonic properties of Laxa 
kola place it in a class by itself 
and enable it to tone up and 
strengthen the system instead of 
enfeebling it. 

Those who have handled it and 
been in a position to observe the 
demand for it say that by many 
consumers it is regarded as a so 
called spring medicine and a gen 
eral blood purifier—a requirement 
that no other laxative meets. 

Laxakola is put up in bottles of 
two sizes. One retails at twenty- 
five cents and the other at fifty 
cents, 





The twenty-five cent size is par- 
ticularly attractive because other 
medicines of a similar nature cost 
more. 

Castoria, for instance, 
thirty-five cents a bottle, and ten 
cents less for a remedy that 
truthfully called equally good and 
which I honestly believe is better, 
will be an object to many people. 

Of course, there is a good deal 
more profit on the fifty cent size 
than there is on the twenty-five 
cent size, and in order to boom 
the sale of the former, we intend 
in our advertising to urge people 
to buy the large size bottle, and 
in order to make it an object for 
them to do so the fifty cent bottle 
has been made to hold nearly 
three times as much as the twenty- 
five cent bottle. 

This is about all there is to say 
about the medicine itself, except 
that it belongs to the same general 
class of medicines which have been 
the biggest money makers and 
are strongest with the public. 

If you think it over a moment 
you will see that nearly every 
medicine which has attained any 
marked degree of success is either 
a laxative or a tonic, and Laxa- 
kola is a laxative, a tonic, a blood 
purifier, and so pleasant to the 
taste that infants and children 
“like it and ask for it.” 

The Laxakola Company is in- 
corporated under the laws of 
West Virginia with an authorized 
capital of $3,000,000, divided into 
3,000,000 shares of the par value 
of $1.00 each, all fully paid up and 
non-assessable, 

This all common stock and 
$2,500,000 is treasury stock to re- 


costs 


is 


is 


main in the treasury of the com- 
nany, and to be sold from time to 
time as the progress of the busi- 
ness demands. 

I want to raise $100,000 to be 
used exclusively for advertising 


during the first two years, and to 
do it we will offer the first 100,000 
shares at 10 cents; the second 
100,000 shares at 12% cents; the 
third 100,000 shares at 15 cents: 
the fourth 100,000 shares at 17% 
cents; the next 250,000 shares at 
20 cents. 


Now if there are, as I believe 
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there are, enough people who are 
willing to come in with us to en 
able me to get together $100,000 
to use in advertising this med 

cine, I am pretty confident that | 
can make things hum and get th 

bus ness on a pretty good paying 
basis before the money any 

where near exhausted. 

I am willing to bank pretty 
heavily upon this belief and ar 
willing to take my chance along 
with the rest. In fact, I hay 
taken and am taking my chance 

In the course of business I hav 


1S 


accumulated considerable news 
paper space which stands to n 
credit with various good new 


papers all over the country. 

[I have various plans in opera 
tion which are constantly adding 
to the amount of that space. 

This is true not only of the best 
papers in large cities, but in tl 
small papers in cities and towns 
of moderate size. 

This space I am willing to turn 
into the company and take pay 
ment therefor in the stock of the 
company, and this ‘advertising 
will be in addition to the $100,000 
worth before mentioned. I don't 


know just how much it” will 
amount to, but certainly over 
$10,000 a year and_ probably 
$25,000 a year. 


Of course, I want the advertis 
ing of the business to be placed 
in my hands to handle in the way 
I think best, and I am willing to 
take the pay for my work at my 
usual rates in the company’s 
stock at the prices at which it is 
offered to others at the same time 

With $100,000 at my disposal | 
know what I can do and what the 
results ought to be. 

We will commence 

soon we have in hand the 

first $10,000 from the sale of stock 


advertising 


as as 


We will commence in Chicago 
and surrounding territory and 
from there spread out over the 


country. 
This is not only a good place 
to commence because Laxakola is 
favorably known there and_ he 
cause it in a certain way the 
center of the country, but for 
further reason that it 
own territory, 


is 
the 
Mr 

where 


1s 


Crombie’s 
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he has a valuable acquaintancs 
with the jobbers and has met and 
knows in a business way hun 
dreds of the retail druggists of the 
Northwest. 

The more I think of it the more 
seems to me that there isn’t so 
ch of a gamble in the proposi 
on after all, 

If we can only pinch enough 
ut of the thing to pay one per 
ent on the capital stock that will 
ake it a ten per cent investment 
for the men who get in at ten 
cents on the dollar, and ten per 
a pretty fair investment 
If the game goes as I think it 


cent 1s 


will, within a very few years it 
ought to be paying the big per 
centages that some other medi 
cines are pay:ng. A net income 
of only $150,000 a year would pay 
five per cent on the par value of 
the stock, or fifty per cent on the 


investment at IO cents a share. 

It may interest you to know 
how I propose to spread the glad 
tidings of Laxakola before suffer 
ing humanity. 

I would expect to use big spaces 
in the newspapers having the larg 
‘st circulations in the East, North 





and Middle West. I would leave 
out the Far West and the South 


unt | they get excited and clamor 
for help. 


$50,000 would do this pretty 
thoroughly for a year, and with 
$100,000 I would be fixed for a 
good campaign. 

In fact, $100,000 could easily 


cover all the advertising which it 
will be desirable to do during the 
first two years. 

The territory covered would in 
clude everything north of Vir 
ginia and east of Minnesota. 

[ would use the best papers in 
such cities as Boston, New York, 
Philadelphia, Pittsburg, Buffalo, 
Wilmington, Baltimore. Washing 
ton, Cincinnati, Cleveland, To 
ledo, Indianapolis, Detroit, Louis 
ville, hicago, Milwaukee, Des 
Moines, Sioux Citv, Minneapolis, 
St. Paul, Duluth and Kansas City. 


Using the best paper in each of 


these cities will reach about one 
person in’ four in the entire terri 
tory in which they are distributed 

In addition to these papers 


INK. 9 


would be used those in which I al 


ready own space and those in 
which IL acquire space. 
If covering so much territory, 


reaching so many people for two 
years with the right kind of adver 
tising matter will not make a pat 
ent medicine success then I am 
totally and = incurably wrong 
vhich I don't believe I am. 

The Laxakola Conipany is pret 
ty fortunate in having for its gen 
eral manager Mr. S. M. Crombie, 
the man who invented Laxakola 
and knows about it than 
anybody else 

He has not only 
druggist himself, but he traveled 
for a time for one of the 
largest wholesale drug houses in 
the country, consequently he 
knows from the inside and outside 
all about the retail druggist. 

He knows all the troubles of 
that individual, knows what pleas 
es him and what doesn’t, knows 
how a proprietary business should 
be run to gain and hold his good 
will and hearty co-operation. 

His intention is to keep right 
after the druggist year in and 
year out, in season and out of sea 
son, and not only to make it 
for him to sell Laxakola but make 
it highly profitable as well 

Just keeping right next to the 
druggist and making him happy 
and well disposed toward the 
medicine is of the highest impor 
tance and it should be well taken 
care of. 

This experience and knowledge 
cannot fail to be of much value. 

The plan so far as formulated 
up to date is to carry on a com 
prehensive campaign with the 
druggist, commencing as soon as 
the advertising starts. 

Of course, we expect the adver 
tising to create a demand on the 
druggist for the medicine, but we 
intend to make it just as easy as 
possible for him to handle it. 

For the first year, but up to a 
sum not exceeding $100, we in 
tend to present to the druggist one 
share of stock in the company for 
each two dollars’ worth of Laxa 
kola he buys and pays for 

This certainly ought to interest 


the druggist and make him 


more 
been a retail 


long 


easy 
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anxious to give the medicine a 
chance and to recommend it to hi: 
customers 

If he does this and keeps it up 
for a year the medicine will be 
able to stand on its own bottom 
after that without any help from 
anybody except the advertising, 
which will be continued. 

This proposition will be laid be 
fore the druggist in an attractive 
and convincing manner, and it is 
pretty safe to say that the average 
druggist will think twice before 
turning a deaf ear to such a prop- 
osition. 

He knows better than anybody 
the enormous profits there are in 
medicines, and if he can get in on 
the ground floor of the right kind 
of a medicine which is_ rightly 
pushed in the right way he is go- 
ing to do it. 

While I do not wish to parade 
this enterprise in such an alluring 
manner that the reader will gather 
that there are millions in it which 
are just as easy as getting mone} 
in a letter, | want to point out the 
fact that a successful patent medi 
cine is about the biggest and best 
thing yet. 

The annual profits of the Mun 
yon Remedies are enormous. 

Although Professor Munyon 
commenced their manufacture 
only a few years ago, he is known 
to have invested out of one year’s 
profits alone nearly a quarter of a 
million dollars in Philadelphia 
real estate. 

On January I, 1900, he gave 
away $2,000,000 to the city of 
Philadelphia for an orphanage. 

Dr. R. V. Pierce has spread his 
remedies all over the world and is 
believed to have made over $10,- 
000,000. 

Scott & Bowne, manufacturers 
of Scott’s Emulsion, have made 
an immense fortune, notwith 
standing the fact that their emul 
sion is a simple one, well known 
to physicians long before they 
commenced preparing it. 

It is stated on reliable authority 
that the two sons of Mrs. Ayer 
have an income of $900,000 a year 
each from their share in the profits 
of Ayer’s Sarsaparilla, Ayer's 


Pills, and Hair Renewer. 


Mr. Richard FEF. Queen, one « 
the principal owners of Californ 
Fig Syrup, started as a druggi 
in Reno, Nevada, and within te: 
years became a millionaire. 

Carter's Little Liver Pills, 
pushed by Mr. Brent Good, at 
making a fortune every year. 

Castoria has been immense 
profitable and will continue to 
sO for a ge neration to come. 

Many others who might | 
mentioned have in a comparativel 
short time built up enormous 
prosperous businesses. 

All that is needed is, first, 
good medicine: second, the right 
sort of practical business manag 
ment; third, skill in handling tl 
advertising. 

I am thoroughly convinced th 
we have a medicine that is ever 
thing that could be desired and 
for which there cannot fail to 
a big future if handled properly 

We have an eminently practic 
man to handle the trade. 

I am convinced that I kn 
how to handle the advertising 
a patent medicine so as to mi 
a good thing of it and that it isn’ 
going to take much time to do 

It will not be in any sense of the 
word experimental advertising 
my part. 

I have done a good deal of ad 
vertising for various patent medi 
cine concerns of various charac 
ters and in various parts of the 
country. 

I] have found out what the ce 
mand is and what kind of advert 
tising does the business. 

For this reason I have less hesi 
tancy in making the proposition 
that is set forth in this prospectus 

In one year Dr. Pierce paid me 
$8,000: for advertising matter, and 
spent $600,000 for placing it in the 
newspapers. As this was during 
the third year I had made adver 
tising for him, and as he knows 
pretty well what he is about, this 
seems to show that I have some 
pretty good reasons for the faith 
that is in me. 

At the same time I do not want 
anybody to come into this thing 
with the expectation that it is 
get-rich-quick propositoin or with 
the idea that there is no chance of 
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its coming out at the wrong end 
of the horn. 
[ want the kind of man who is 


ready to take a chance on its 
being a big thing that ought to 
pay, who is willing to wait with 


patience until it develops and who 
isn't going to wear sackcloth and 


hes the rest of his days if it 
doesn’t turn out the way we ex- 
pect it will. 


I know there are a great many 
men willing to take a long shot 


at a fortune and willing to run 
the chance of losing 

That's the class of men I am 

‘king for. 

[ can only promise that the 
venture will have my very best 
care, attention and work and that 
f it doesn’t turn out a winner I] 


will be the worst damaged man in 
the procession. 

If you are interested in any de 
I shall be very glad to give 
any information which this 
prospectus not cover, or let 
vou into the details of the plan as 
deeply as you choose. 

or 


gree 
vou 


does 


REPLIES TO WANT ADS. 
rhe downtown branch of the New 
York Herald on Mondays receives from 
7,000 to 30,000 replies addressed to 
advertisers.—Fourth Estate, 


ODD CENT PRICES. 

Analysts of human nature vainly seek 
an adequate explanation of the species 
of mesmerism that odd cent prices exer- 
cise on buyers. Department stores have 
long used them to whet the proverbial 
feminine appetite for bargains, but the 
custom is now so widespread among 
clothiers, haberdashers and hatters as to 
merit consideration. What are the 
caricaturists and  penny-a-liners, who 
have poked no end of fun at the gentle 
sex for yielding to the subtle fascina 
tion of 98 cents and $1.48, to do when 
men’s suits are offered for $9.99, hats 
for $1.67 and ties for 23 cents? Alas 
for the manufacturers of humor, cruelly 
deprived of one of their chief sources of 
revenue! Seriously, however, the spread 
of the odd cent idea is to be deprecated. 
It has a catchpenny savor that is an- 
tagonistic to dignified trading, and sug- 


gests the street hawker. Fixed prices 
in round numbers accord best with 
raightforward methods of _ selling 





goods.—Clothier and Haberdashers’ 


Weekly. 








vem 
HOW ONE FARMER ADVER- 
TISES. 

James Jackson, one of our most pros- 
perous farmers, is ahead of his neighbor 
farmers in erecting a signboard at his 
gate on the road, says the Linn County 
(Mo.) News. On this board is printed 
his name, the name of his farm, Jack- 
son Farm, direction and distance to 
Chantilly, his postoffice. Below this he 
has a blackboard on which he may write 
what he has for sale. Mr. Jackson in- 
formed us that he has sold one horse 
and two cows and calves since the erec 
tion of his signboard, and he thinks the 
quick sales were the results of this ad 
vertising. 








have it 








in the house 
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THE MATERIALS TO MAKE A GOOD SALAD 
—a most palatable dish. You can make it out of what 
would otherwise be wasted. 
“Salads; How to Make and Dress Them,” 

iving many valuable and novel recipes for 
alads, Sandwiches, Sauces, Luncheon 


Etc. 


—_A E. R. DURKEE & CO., 5 ™sgumaron smmeer, 
SPREE TS EEE D ED DEE TE EERE TER ERR 
THE NEW STYLE OF ADVERTISING TAT DURK*&®E HAS ADOPTED 


Send for FREE booklet on 


ishes, 
Sample to cents. 
2 st ot 


WILL BE LOOKED UPON 


IN MOST QUARTERS, 
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SOME IMPORTANT 


Not a week passes but some per- 
son who has neglected to follow 
Iago’s advice and “ fill his purse,” 
but who believes he has a great 
idea, comes to an advertising 
agency and wishes to exploit his 
article without capital being fur- 
nished or other necessary things 
having been done. 

People who believe they have 
an article which could become 
popular think that all that is nec- 
essary is to advertise, have orders 
come and then make the arrange- 
ments for filling the orders after- 
ward. They seem to have the idea 
that after they have advertised on 
the agents’ credit, money will 
come in to enable them to start up 
in good shap . Advertisingshould 
not be begun before the bus’‘ness, 
but should be th adjunct the 
business. Any one who should 
wait until money came in from 
purchasers before completing all 
arrangements would soon find 
himself nowhere. People would 
not submit to t. 

Advertising is regarded by many 
as a sort of magic wand by which 
they can make business flourish— 
without their putting in anything. 
Instead of looking at it as an in- 

vestment they regard it as a specu- 
lation in which the agent takes the 
risk and they take the profits when 
they come in. 

A person starting out with the 





POINTS. 


of 


idea of advertising some article 
should have, first of all, capital. 
There are agents who will risk 


their own money upon the success 

of an article, but they are few. 
The article to be made should 

be one for which there is likely to 
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be a demand—something useful, 
and in quality good enough to 
equal or excel anything on the 
market. 

it must have a distinctive nam 
of a nature which renders it easily 
remembered. 

It must always be patented and 
trade-marked. Without these ne« 
essary features thieves, imitators 
substitutors and other will pr 
upon the original article and rol 
the proprietor of it. 


Then arrangements come for 
manufacturing it. Everything in 
this line being completed and 


supply being made to fill orders 
the retail trade should be attended 
to, if it is a general article. This 
isnot necessary if merely a mail 
order business is conducted. 

Then comes the advertising. 

And yet neople neglect thes 
five or six important things and 
jump to the last right along 
believing that the last one wjll p1 


duce the first, instead of the first 
producing the last.—Advisor. 
eo 
IN MAIL ORDERS. 
The man who aims to sell peopl 





whom he cannot reach personally is t 





man whose advertising must be the 
most carefully planned and the most 
thoroughly executed. He should have 


following up 


system of 
a man tor 


quiries. He must never let 
get him after that man has once shown 
an interest in his proposition. Orders 
rarely come with the first letter. They 
are the result of frequent and regular 
letters. The more frequent and regu 
lar the letters, the more likelihood of t! 

receipt of an order. It works the same 
in letter writing as it works in sell 


a pertect 


way 
ing through salesmen. A very good let 
ter might catch at once; same way tl 


but more often the f 
quent visits of a letter, a little different 
each time, like the persistent 
gains the permanent trade. 
Advertising. 


a salesman; 





salesn 


Profita 





THE INDIANAPOLIS PREss. 
GENTLEMEN—We 
spicuous 
itself, is a good advertisement. 
lights and 


what electric 


regard our 
in Indianapolis, both by day and by night. 


show 


as the most con- 


This, in 


building 


3ut newspaper advertising does 


windows cannot do. THE 


INDIANAPOLIS PREss is a great journal, and our advertising in 


it, as far as we can determine, 


of worth. 


PERRY LUKEN 


, Jv. New 





York Re presentat ive, 


brings returns which are proof 
Very truly, 
KAHN TAILORING Co 
Tribune Bldg., New York 

















CURRENT 
THE BOARDS. 


The items that follow have been tl 


compiled from reports 
Billpos Display Adz 
(N. Y.) by billposters in 
parts of the country: 

\bbey Eff : 
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vell’s Te 
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Label 
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post 


24-sheets, 










York, 





Wi age gece y nh tern me svete '¥s York and Indiana 
\, a eae o — Kath: , her 1 ( St I tis 
inko, Dr., Fniladelphia, Pa.; dis. 0-3 dis samples direct in I 
iting pamphlets lirect in ( kK el ee N; — 
1 oe ae es ¢ ¢ 
Boston Medical Institute Chicag te : il Pr Wp ro >a i a ae 
Ill.; distributing in Ili Indian nis es , 5 ’ 
I 1, Massachusetts, Michigan. (¢ aon ' . 

South Dakota and Wisconsin \ Kirk i OB x ¢ 4 Fulton st., New 
Brown Medical Co., Erie, Pa., “K. & oss la Crow Ry re posti 
B. Tea;” distributing direct in Indian cets e run through A. _ Vas 
Caldwell’s Pepsin Syrup Co., Monti- Beuren & Co., New York, in New York 
‘ Ind distributing direct 1 Ker 5 Medical Co., Port Huron 
t “dt “i sting 3-sheets 
California Fig Syr py Co., San Fr Bennett Bill Postin Ce t 

» Cal.; distributing direct in Ind n, in M gan 
Michigan and Wisconsin Mig Minne 
Carlstedt Med. Co., Evan e, In 1 r. ect in Connect 
ting and distributing in Ge i ut 
Celluloid) Starch Co., Philadelphia Kuppen! er & ( I 
P listributing in Georgia clothing posting § t ul 
( e, Dr., Philadelphia, are distri lowa, Michi and .S 
ks direct in Kentucky, ¢ ne Leidersd & Ci M 
Michigan and Vir " tobacco posting 1-sheet 
—“~ cago American,” hicago, Iil., nd Nebraska. 
ewspaper; posting through the Ameri- 





Lincoln Proprietary Co., Ft 


Wayne, 
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Ind.; 

kan 
Li 

Mo. ; 

see. 

Martin, N. H. & Co., Detroit, Mich., 

“North ” posting 1 and 6 


sheets direct in 





distributing samples direct in Ar- 






Louis, 
rennes 


r Co., St. 


s direct in 


tell Liquid Si 
pesting 





4-shee 


rebacco; 


Michigan. 


























Minneapolis, 
Flour; 


Pillsbury-Washburn Co., 
Minn., “Vitos’’ and _ Pillsbury 








posting 8-sheets through agents in New 
York, Illinois, Pennsylvania and Ohio 

Lydia E. Pinkham Medical Co., Lynn, 
Mass.; distributing in Nebraska, New 
York, Connecticut, Indiana, Iowa, Ken 
tucky and Maine. 

I. Pieser & Co., Chicago, IIL, “Uncle 
Jerry’s Pancake Flour,’”’ through Ameri 
can sting Service, Chicago, Ill.; post 
it 8-sheets in Illinois, Indiana, lowa 
Massachusetts, Michigan, New York 
Ohio and Tennessee 

Piso Cure Co., Warren Pa.; posting 


16-sheets direct in Michigan. 
Prickley Ash Bitters Co., St. 

Mo.; posting and distributing in 
Ripans Chemical Co., New < 

ig 8-sheets through A. Van Beurer 






0.; also di 
achusetts, 
necticut. 
Reynolds & Co., Winston, N 
C., tobacco; posting in Texas. 
Rosskam, Gerstley & Co., 


booklets 








Philade 





phia, Pa.; posting 8-sheets and 1-sheet 
through A. Van Beuren & Co., in Ne 
York, Connecticut and Georgia 

Rudge & Guenzel Co., Lincoln, Neb 
hardware; posting 12-sheets direct 


Nebr i 








in Bros., 


Seen “Rolled Oats,” throug 
Sam W. Hoke, New York, in Connect 
cut and New York 

St. Jacob's Il 
listributing in g 
South 


Dakota 
n I 





and 

American Posting Ser 
inessee and New Mexico. 
Florsheim, St. Joseph, M 

Oat Food;” distributing 
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lowa, 8-sheets 
rect in lowa. 

Sherman Bros. & C Chicago, I] 
a and coffee; posting 8-sheets throug 


Service, of ¢ 
Michigan. 
Med. Co., Racine 


the American Posting 
cago, in Colorado and 
Dr. Shoop Family 











Wis distributing in Iowa. 

Stahl & Co., Jacob, New York, “B 
sy Cigar; t12-sheets in the Mic 
West, and “Nat Goodwin Cigar,” 
sheets in San Francisco, through \ 
W. Seeley, of New York. 

Smith, Klein & French Co., P 
delphia, Pa., baby’s food; distribu 

ect n ¢ nnecticut 

r. A. Snider Preserve Co., Cine 
nati, © “Snider's Ket * usu 

j-sheets Middle and Faste 
k, Chicago, | 

dire in M 

\l 
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New Ye 
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Sweethrye Gum Co., San Francisco Wells & Whitel 
Cal.; posting S&-sheets tl ih Owen , a. 4 
Varney & Green in Id Ilan \\ 
swift Specific Ce \tlanta, Ga., d I 
ibuting in Virginia Straus, Clark Mi 
lilman & Bendle, ! lrancisco, Rapids, Mich 
Cal., baking powder and cigars; posting Sweet, Orr & 
lirect in California verall 


Van ¢ 


nd.; posting through agents in 


Van 1 
lo.; po 


in Post 


a. 
Warne 
Y 
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amp Packing Co., Indi Lightening Me 





lyke Bitters Co., 
sting 8-sheets throug] 





1eTi ner’s Safe 
ing Service, Chicago, in Geor N. F 

llins Cigar Co., 
r’s Safe Cure Co., Rochester Dr. Harter, Dayt 
distributing direct. 
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Ohio, Idaho, Indiana, Iowa i Mic A conspicuous example of the dese 
bes cration of natural beauty and grandeur 
Wells, Richardson Co.. B n, has been the placarding of the historic 
\"t drugs: distribut In in Palisades of the Hudson, near New 
6 York, with advertisements of real es 
tate, merchandise and patent medi- 

. cines. ippily public sentiment has 
ahs been aroused against this particular 
Williams, T. C. Co.. Richmon 1. Offense, and it has in the main been 
acco: tacking and , discontinued. This is but one of the 
ugh agents in Virginia. t sands of assages of scen 
Woolson Spice Co., Toledo, Ohio; ery that have despoiled by the 
sting in Colorado and Nebraska. sign writer's and vulgar 
Werner, Theo., cig ; posting & brush which _ be stopped 
eets, “Herbert Spencer,” thro Where there exists law, State or munic 
Seeley, New York, in Col ipal, it should be evoked speedily and 
York and Vermont, for etfectively to put end to this species 
stiee? wenn. of vandalism. In the absence of legal 
Zeiten 1, H. & Ca. ia, remedy it should combated with an 
Pa.; posting direct in id aroused ang enlightened public senti 
( 4 ment. The owner of property, whether 
chhorn, Mack & Co., New York, 1" city or country, who allows it to be 

rom Moore” and “Henry George” ci- Made the medium of this particular va 
s, through Sam W. Hoke, New Miety of public offense ought to be 


York, have ordered all paper posted ex 
pt in towns in Michigan lo 


ado TI 
W 





il 





1ese to post in spr 














to feel the effect of public disap 


it Che spirit which nrompts publicity in 
ley, of New York. is send- the matter of business is of course to 











out orders for posting 16 and 8- be commended, but better results can 
eets Chocolat Menier paper in Mid- be obtained through advertisements 
lle West and South placed in the columns of established 
Inquiries for prices on posting and Mmewspapers and other legitimate publi 


ributir 


ne ac 
Gabel, 

Kansas C 
Drs iN 


Clark | 
nny 


idle 


NVC 





iz are being made by 


lvertisers: 


muublic is making a 


ity, Mo 


ennedy & Kergen, Cleveland, C/tenango Forks (\ 


fol. cations than in the 
of scenic desecration 
Johnson & Jones, grocers, to public taste and 





resort to that form 
which is offensive 
against which the 
igorous protest. 
Y.) Herald 
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s about the only thing you 
can borrow without 


interest or secur- 





wt 


THE GEO. P. ROWELL 


10 SPRUCE STREET, NEW YORK, 





AT THIS OFFICE 


ADVERTISING AGENCY 
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= 
keeps on file the Leading Daily and Weekly Papers and Monthly = 
. . . = : = 
Magazines; is authorized to Receive and Forward advertisements at = 
§ =< 
the same rate demanded by the publishers, and is at all times ready = 
to exhibit copies and quote prices =: 
=, 
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WORKING FOR COUNTRY 
CIRCULATION. 


A correspondent of PRINTERS’ 
INK who is traveling in the South 
sends the following letter: 

The New York World is the 
only Eastern newspaper that 1s 
carrying on an organized cam 
paign to secure circulation in the 
South and the West. On every 
country store and_ postoffice in 
these sections this paper has had 
tacked up, this year, neat em 
bossed metal signs, 12x16 inches— 
one sdeetining the Tri-IVeekly 
IVorld at $1 per year, and the 
other the Monthly Iorld at 50 
cents per year. This work has 
been done by the storekeepers and 
postmasters in exchange for free 
subscriptions to these editions of 
the Jl’orld. Shortly after the 
signs were put up, a bundle of 
100 copies of each edition was 
sent to every postoffice, with a 
letter to the postmaster ask:ng 
that the papers handed out to 
patrons or placed in a prominent 
place where they could be seen 
and carried away. Copies of both 
the tri-weekly and monthly, sent 
for free distribution, contained 
this notice: 

HOW TO GET TILE THRICE-A-WEEK 

“ WORLD THREE MONTHS FREE. 

If ag will send at once the names 
of one hundred voters in your vicinity 
who are not already subscribers to the 
Thrice-a-Week ‘orld your name will 
be put upon the ption lists three 
months free of or if vou are 
already a sul bscriber your subscription 
will be extended three months free of 
charge. The postoffice, county ana 
State must be given with each name, 
and they must be written in a clear, 
legible hand. Address the Thrice-a 
Week World, Pulitzer Building, New 
York City, N. Y. We wish no more than 
one hundred names from one person. 

It was placed at top of column 
on front pages, where it could be 
easily seen by the people. Of 
course, many people made out 
lists and forwarded them to the 
World, and in this way this news 
paper has now on its “sample 
copy” books the name of nearly 
ail the people in these sections. 

Two people making up lists in 
the same territory would naturally 
duplicate many names, but the 
World has a system of entering 
these names so as to avoid dupli- 














cation, for I noticed when the san 
ple copies arrived there was bu 
one batch for each voter. A cop) 
of the tri-weekly, a copy of th 
monthly and a lot of circular mat 
ter telling what these papers 
would do during the next year 
was sent to every address. This 
was done once a month for thre 
months and the result must hav 
been satisfactory, for there is n 
question about these papers ha 
ing a large circulation in the South 
and West to-day. The country 
people like the idea of getting 
three papers a week all for $1 per 
year. The Atlanta Weekly ( 
stitution is the strongest compet 
tor the IVorld has in the Soutl 
and West, but as it only comes 
once a week for the same price 
$I per year—many people hav 
dropped the Constitution in favor 
of the Tri-lVeeckly World. The 
news features of the World pl 

the people, but they complain that 
not enough attention is paid to 
farm and household topics. 

I never saw a copy of 
Vonthly World in New York C 
but in the country they are to 
found everywhere. At the Ros 
dale, Ga., postoffice, situated in a 
thinly settled farming region. 
there are 8&1 subscribers to this 
paper and 43 subscribers to the 
tri-weekly. The monthly is a 32 
page magazine about the size of 
Town Topics, with eight pages 
illustrations in brig 





ght colors, 
many fashion plates, household 
helps, ete. The January number, 
each year, is the bulky Worl 
Almanac, which is sent to every 
subscriber without extra char 
Consequently the almanac gets t 
mendous circulation at pound 
rates, and this has attracted many 
aye Maga advertisers, as shown 
by the pages of the 1900 issue 
is said this is a profitable medi 
for advertisers because it is k 
for a “e ar and referred to fre- 
quently by the people who receii 
it. I find this almanac in nearl 
every home in the rural district 
The publishers show shrewdness 
in making this book a regular is 
sue of the Monthly World, so as 
to get it through the mails at sec- 
ond-class rates. If distributed 
through the mails regularly, 16 




















in 
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to visit the ex 
waste and the 
which different 
were received. 

being run to Boston 


cents per copy would be necessary _esson fi 
sition 


for postage. Many people sub- ? 
scribe for the Tri-Weekly World ini 
and the Monthly World, with the 





of cir 


ursions 








: = ring th ative gested « y den 
25-cent almanac thrown in, all for Guts the entire period of 27 days in 
> which the exposition is open, here 
$1.40 per year. vain eer thought for the adver 














+o> 
THE TWENTIETH CENTURY 
EXPOSITION. 


ston correspondent writes: 


rains are loaded ev- 

lirds of the 
nade up of these 
l s and coun 












e daily attendance of 10,- t) wns ot \ n Pheir ter 
| Boston’s erchants nd ft € 1 b er 
Exnosition, y inds 

th 

tively 


advertising matter 
by the cityites. 

vould frequently 
out her trophies, 
and keeping that 
Truly, it needed 
ilculate the ultimate 
pece of advertising in that 


of this sort held in Boston for rHE LOCAL MERCHANTS 
years. : 7 ; An advertisement i: 1 live local paper 


indred dol : 
id and feel 


extravagant ex 





ig will bring 


en invested 





newspapers of 


rm impossibili 





Next followed a big automobile par 
le, with a band, thre 
‘ with 200 vehicles in line. This 
created much ti 

One noticeable feature of interest to 





le pat 
h the streets of 





r, and do give 
who make a 
ink in recom 








; : the pubtic. In 
in advertiser is number of isan vs 4 
; : : st successful 
rculars, flyers, car other adver = 
4 make use of 
tising literature h Of course 
‘ 7 > } 






1e by wom 


cal papers 





done by 
is a law 

people 
and the conditions must all be studied, 
1 the advertisement made to fit.— 














ir Negligee Shirt 
ready sJ00 


AT THE HOME OF THE STYLISH SHIRT™ 











THE WASHINGTON SHIRT CO. 
ADAMS & DEARBORN or WASHINGTON’ & DEARBORN. 


Lo 

















N ATTRACTIVE STREET CAR CARD, 











IMPROVE THE NEWSPAPER 
DIRECTORY. 
Office of 
Bascom Fotper Company, 
Sidney, Ohio, 
Manufacture the 
Best, Cheapest, Simplest and only Prac 












tical Newspaper Folding Machines for 
Country Ofhces. 
Sipney, Ohio, August 15, 1900. 
-ublisher of the American Newspaper 





Directory 

I have been using your Directory 
the past three or four years, in connec 
tion with my work, and prefer it to any 





for 





















































others that have examined. Some 
time ago, while I was assistant adver- 
tising manager for the National Cash 
Register Company. Dayton Ohio I 


mentioned to Mr. Wolstan Dixey a few 
criticisms | irding your Direct 
ory. He suggested that I 
you, you are 


reg 


hau 
write t 
as always looking for sug- 


gestions and criticisms that would im- 













prove your Directory. Since that time 
I have had no opportun and even 
now as advertising manager for the 
above concern I am too busy to write 
to you, but it occurs to me that the 
adoption of my suggestions may ren 
der your book more valuable to me in 
my future w hasti 
helow for are 
trust you wi eI 
in which they € 

efers to your 1900 

I have a il ¢ 
finding the 1 
reason for th 
cities and the 
both printed in 
the same size an 





it confusing and 





might be overcome | p ing the 
of papers in caps and small caps, 
better still, plain cap 0 roi 





You recently 


Directory 












sar to glance through both columns 
to find what cities are represente For 
tan the June, 1900, 
f the page: 
have 

or t 





great 
improved 
were shown 


of 
papers are lo 
us would, be a 
signs 


suld be reduced 


many 





e bottom of 





PRINTERS’ 





INK. 








It occurs to me that it might be a 
good idea where there 1s a new new 
paper in a town or any change made 
an old paper, that the same be print. 
in a different style of type, that 
person can immediately see that t 
paper is a new one or that a change | 
been made in the management, size 
number of pages of the paper since the 
last issue of the Directory. 

We are to a newspay 
bureau which issues daily reports, g 


so 


subscribers 













ing information as to new pape 
changes, etec., all over the country. T! 
is a very good thing for our busin¢ 
but we are not thoroughly satisfied » 
the repor sent us, as most of the 
formation given is old and not new 
us. We are in daily corresponder 
all over the countr 

iny new papers 1 
ire not reported to 
eau for weeks aft 
Iintormation§ sent 
not reliable. It see 

ire a better position 

and ible information 

nd I would suggest that 

idea of sending out a 


ould have this 





sep: instit n or issue it in ¢ 
nec with newspaper Direct 
increasing the ys ption price I 
fer tli R | ggestion 
' field for 





gotten out 





These pet 


concert g 


Bros. & Spindler nd 











their various branches. I have no doubt 
that you receive these periodicals, but 
mention them to call your attention 
them. 

Please do not consider me presumptu 
ous in offering the above suggestions. 
If Mr. Dixey had not spoken so hig 
of your desire to bring your Directory 
to the highest possible perfection, | 
should not have taken the libert f 

i to you. If you consider any 
one of the suggestions worthy of ad 
tion T shall feel amply repaid for the 
trouble and time spent in writing to 
you. I remain, Very truly yours, 

Jas. P. Warp, Adv. Mer 


PREIS a A 
IN BOSTON. 
Boston, Mass., October 17, 1 


Editor of Printers’ Ink: 
It strikes me that the inclosed is 4 
\ icturing business needs a 





PARTNER. 
First, an honest one. 
Second, a worker. 
Third, one with brains. 
Fourth, one with some capit 
1e business is we *stablished, 





| 








cessful, and the plant is now running 
night and dav. <A rare opportunity for 
the right man \ddre I S 
Boston Transcript 

straightforward, meaty ad, that 

bring the results desired 






























FREE == SILK DRESS 


a+ —-+- 10 fo U5 yards of beautiful ate. black. brown, blue. green 
ertmement No beating We 
» send our ge enerous offer of a St kD 


or pink, in light or dark shades Here is an honest adve 
talk piain knglish and we guarante 
ast Pin whi 


ch we vive 
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> INK 


d the bush 
bh a solid gold 
g this advertisement 


arour 
handsome 





who sells 








ail, y& 
dav money is receives e ‘ extraord nary inducement tc 
& it you comply with our offer we shall send von silk dress full 80 t . ep 
absolutely free. You take nuchance Don't pay wut your fou can_get_one frée tor 
selling our Remedies Address. J mn ON. ¥. City 


























OFFER OR ARTICLE? sey. The “offer’’ would, undoubtedly, 
Pirtspurc, Pa., October 1, 1900. be sent free, but we opine that many a 

, : $1.50 goes into the hands of the adver 
Editor of Printers’ INK: tiser with the expectation of receiving 

We would like your opinion of the in- the articles. Yours truiy, 
closed ad clipped from October Mun J. W. HICHMEE. 

AT THE HUB. IN TEXAS. 
Boston, Mass., Uct. 22, 1900. NacoGcpocues, Texas, Oct. 14, 1900. 
Editor of Printers’ INK: Editor of Printers’ INK: 

A clothing concern ran a line of large Speaking of warm advertisements, an 
automobiles from the depots and boat “attractive catch-line,”’ ‘“‘dramatic ef 
landings to its store and gave their fects,” etc., kindly commend this speci 
customers a free ride. From the way 
the vehicles are packed it is evident HELL IS FULL OF MISERIES. 
our country cousins appreciate a trip And so are our competitors when they 
in a horseless carriage. think of how we are outselling them. 

Another clothier is utilizing the We do this because 
camera. He offers to present a hand WE UNDERSELL THEM, 
some cabinet photograph of yourself and at the same time handle a better 
with your new suit on, free to every grade of goods. 
customer. The satisfied buyer is “snap Maybe you don’t believe this, but 
shot” on emerging from the try-on come in and we'll prove it. 
room, and as quick as the pictt can There may be something you want 
be developed he is presented with one that the other merchants haven't got, 
and copies are disrleved in the show but come to us and you'll get it, for 
window showing how well the $6.69 we keep everything. 


suits look and fit. 











A favorite plan adopted by many is 
to offer a prize for a suit.ble name for 
this or that. It is claimed at Lowell 
that the suggestions ran into the thou 
sands for a name for a drink. $so0 was 

ffered and a modest young lady won 
with “Ureka.” The amount of free ad 
vertising obtained from one of these 

emes is worth several times more 
ian the price 

At the Exposition in Boston the other 
day a young fellow who had paid high 
for the privilege of running a weighi 
machine stood still watching the re 
pens by and an insviration seized him 

d he sang out, “This way! this wav! 





no charge if I don’t guess within three 
pounds of what you weigh,” and people 
tually tumbled over one another to 
get in the cushioned chair. The smil 
ing weigher only missed about one in 
ten of guessing correctly 
GeraL DEAN 
«+ 
FIRST IN ATLANTA. 
Office of 
Jacoss Puarmacy Co. 
Atianta, Ga., Oct. 22, 1900 


INK: 
Oct. 10, I notice 
on street car 


PRINTERS’ 
issue of 
commenting 


Editor of 
In your 
that when 


ivertising, you give a_ politician of 
Dorchester, Mass., credit for being the 
first man to use the street cars to fur 
ther his political interests. Allow me 
to correct you in this matter, as a poli 
tician of our city used this scheme 
some two years or more ago. 


Yours very truly, 
Cuas. A. Smitu, Adv. Mgr. 





*serted in the Lad 





Next week we'll tell you of a few 
articles we know you are interested in. 
QO. Toovre. 
men. The Messenger is edited by a 
preacher, and the ad "evidently was writ- 
ten by his reverence. ours truly, 
Fr, HENNING. 
IT WAS PYLI "S INVENTION. 
Office of 
James Pyte & Sons. 
New York, Oct. 18, 1900. 
Editor of Printers’ INK: 
We have before us a cutting from 
one of your recent issues, Oct. 17, 
page 30, where is described a card issued 


by McCormick & Co., Baltimore, manu 
facturers of Flavoring Extracts, etc., 
ibing their Yellow Moon and Lady’s 
We have also before us a 
entitled “Binner’s Girl in 
published Binner Engrav 
New York and Chicago. Both 
of these parties have copied an illustra 
tion used and copyrighted by 
in 1896; a small card inclosed 
with will show that it was used in 
form. We have also be ore us the 
of a large advertisement which 
les ome 
that. Priority of 
the basis of patent and copyright 

You will be interested in this. 
Yours truly, 
JAMES 
——s 

WOMAN’S SUPREMACY. 

What man _ earns spends, 





descr 
face card. 

transparency 
Moon,’ 
ing Co., 








ourselves 
here 
that 
print 
was in 
| even 
use is 
law. 


urnail 
earlier than 


& Sons 


PYLE 


woman 


Cater to her.—Mail Order Journal. 
















ONE SMALL ERROR. 
Office of 
fue ButtrertcK Pusiisnhinc CoMPANy. 
New York, Oct. 24, 1900. 
Editor of PRInteRS’ INK: 

I have seen the article on ‘‘Protect- 
ing the Reader” in October 24 issue of 
PRINTERS’ INK, and am sorry that it is 
not within the line of your policy to 
let people know what you are going to 


it is inserted, as it would 
mistakes. When the 

representative ot 
see me, I had 


publish before 
sometimes prevent 
very gentlemanly 
PRINTERS’ INK called to 
no idea that you would make so much 
of what me to be a small mat 
ter. I that it is stated 
that both Journal 
and the Y mn declined 
our advertisement for that 
they did not believe it r their 
best interests to accept it. \s f 
the Journal is concerned, tl 
error of your representative. 
vertisement for the December Ladte 
Home Journal was declined for the rea 
son that they preferred to fill their 
space with announcements of regular 
or other advertisers, rather than insert 
announcements of publications. trust 
you will make this correction. 
Very truly yours, 
Joun Apbams 
Butterick Publishing Co., 


seems to 
however, 


notice, 
the 


rut 











THAYER, 


For the Ltd. 


—E 


“INFORMATION’S” COPYRIGHT. 























Office of WHEATLEY COMPANY, 
Writers, Illustrators, Printers 
New York, Oct. 20, 1900. 
Editor of Printers’ INK: 

We notiee you | duced in full 
the writer’s art rmation in 
regard to e We must ask 
you kindly not t again without 
express permission, as it represents an 
investment m our part which can 
hardly be stated in dollars and cents, 
and as we propose later on to reprint 
it in book form, your publication in 
Printers’ INK is likely to hurt the sale 
of the book. We have no objection to 
your quoting portions -f any of our 
articles, but the entire contents of Jn- 


formation are protected by copyright 


and on our technical articles, especially, 
we claim full protection. Kindly pub- 
lish this, as otherwise other concerns 
may reprint the article in full as you 
did, which we would not wish them to 
do. Yours truly, 
WHEATLEY COMPANY, 
By E. A. Wheatley. 
— oe 

THE BOOKLET COVER. 
Its cover is by no means the least 
important part of a booklet. It is the 


first thing seen and gives the first im- 
pression. If it is artistic and hand- 
some, the booklet is opened with the 
expectation that something at least worth 
seeing is to be found inside. A costly 
cover design, if a good one, adds a great 
deal to a booklet, but one that is poorly 
drawn is worse than none. On _ the 
other hand, some of the handsomest of 
booklet covers have been produced by 
the use of type and rule alone.—Hol 
lister Brothers. 


PR'NTERS’ INK. 














HIRED So R FOR ONE 
VAY. 

LEOMINSTER Ps Aug. 25.--Henry 
Cook, candidate for the nomination for 
Representative from the Fourteenth 
district, bought the Leominster Enter 
prise for one day, and this afternoor 
he owned the entire edition of the pa 


per, which he devoted wholly to | 


own interests His method of car 
paigning is unique in Massachusett 
polities. e says: 

“There are three pages of fine ty; 
of my own composition and not a w l 
of advertising matter in the paper, ex 
cept one page, the whole of the back 
page, to advertise the plumbing busines 
of myself and Willie, my son. at 
not going to lay out any money tl 
year, except what I say in the nev 
papers, and I am not 





going to abu 


anybody either, but you can bet tl 











am not going to allow any one to a 
me either without a reply to them. 

‘The paper contains everything i 
the Enterprise has said about me f 
the past ten years. It’s all there, ar 
I have replied to the articles. I ha 
been frank d open. I call names rig 

’s r. So-and-So, but it 
. with the man’s name 
“T went to J. D. Miller, the pu 


what he wante 
one day, to pr 
as I write, 
lange a word He told me, 
s all on deposit ready for hi 
] been open, and have d 
the paper to the articles that ha 
the Enterprise alo 
he very opening of the p 

». Miller the 
office right straig 
Miller is all ri 
good friends 


and him 


paper 


lisher, 
for 


sked 








and tl 









cre 
13 for 
along. Oh, J. D. 
and he and I 
tics. 
bet 


over 





are 


that 
State, 
ole lot of 
in the r newst 
composed every 
paper, and 
that it 
went to the 
Sun, 


you that 


this 


paper will 
and that the 
editorials printe 
about it. | 
word that appears 
my wife did the « 
was her handwriting tl 


paper for print.”"—N. Y. 





apers 
the 


ing, so 


~oo— 


STEREOTYPED ADVERT 
PI SES 


“ISING 





Low.” 


““EXCEEDINGLY 
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AUTOMATIC ADVERTISING. 
the old 
motion 


superseding 
keep in 


Electricity is 
clock-work methods to 


the manifold mechanisms resorted to 
by adroit advertisers to attract atten 
tion. 


life-size that 
stands at the 
Boston and 
sign for a 
and being 


A docile donkey nearly 
bobs and bows to passers, 
unction of three streets in 
makes almost an animated 
wholesale toy establishment, 
connected with the electric current 
from a small motor he does not have 
to be wound up as in olden times. 

One of the simplest vet most attract- 

e window displays was made with a 
holf dozen red toy ba-loons that were 
suspended by invisible wires while a con 
cealed electric fan kept them in con 
stant motion. On each of the balloons 
was painted plainly a word and the 
six made a sentence for which a dis 
count of ten per cent was offered to 
any customer who could read 
‘The makers of Glenwood ranges are 
erecting large bulletin boards, showing 
their patent indicator that tells the cook 
in figures how hot the oven is, and a 
mammoth pendulum moves back and 
forth, aided by electricity, and no one 
within eyesight can help put give it a 
glance and more often stop to watch 
the hand move forward and backward. 

A New York restaurant proprietor 
has contrived a sign that appeais_ to 
more than one of the five senses. Over 
the entrance to his cafe hangs what 
seems to be a boiling hot coffee pot. 
Being connected with a steam boiler 
in some way, it ejects from the spout 
a seething strain of steam which is 
flavored with the smell of good cottee 
that makes it hard for any one to re- 
sist a taste of the cheering beverage. 

A dentist uses electric power to 
move the jaws of a hideous skull in a 
show case exhibit of dental work. The 
lifelike motion draws the attention of 
pedestrians, and the frightfulness of 
the bare bones is forgotten or forgiven 
in admiring the ingenuity of the doctor 
To make the 


sign more powerful at 
night small incandescent electric lamps 
are set in the sockets of the eyes and 
the lights are alternately turned auto- 


inatically from red to blue. GERAL DEAN. 


DISTINCTION WITHOUT A DIF- 
FERENCE. 
When Henry Ward Beecher said 


that no man’s performances are equal 
to his intentions he should have «ex- 
cepted a large numper of publishers of 
mail-order papers. These fellows always 


perform all they intend, the trouble 
being in the fact that they lie about 
what they intend to perform.—Tips 
on Advertising. 


<<>> —____ 
Classified Advertisements. 
Advertisements under this head twolinesor more. 
without display, 25centsaline. Must be 
handed in one week in-advance 


Wa NTS. 
"ee * ‘for the EvenInG Post, 
Charleston, 8. 


OF ERS for copy _ Am 
tor Sept., 1900. 
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HERAL D, Oakham, Mass, 
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WP ANTED~ Best offer for five $5 PRINTERS’ 


INK coupons. HERALD, Oakham, Mass. 
Ee PtOR, vigorous, versatile writer, exp., wants 
4 position. Might purchase. GR EELY, care P. I 








MENTS for the paper with largest 
culation in Charleston, 5. ‘ THE 





ir 
E VENING Post. 


HAVE waste power and idle presses which can 
be secured cheap for long runs. Address J 
A. WAYLAND, Girard, Kan. 











AILIES carrying want ve - nd us rate — 
and sample copies. SA} AQUIN VALI 
DISTRIBUTING ASS’N aa Cal 





WSPAPER. ale Cc HANGE 

-ompetent rep’rs,editors & adv’g 
15 Cedar St. ‘oor ingfield, Mass 

I WANT to do the advertising for some firm 

who expect results and are willing to pay for 

knowledge, experience and ability. 

“ HUSTLER,” care Printers’ Ink. 

\ 7’ ANTED—To sell 





men to o publishe rs. 


Address 


at low figure a growing 

farm paper property worth double price 
asked. No better opening in the South for a 
hustler. E. E. ADAMS, Le banon, Tenn. 


1} UBLISHERS who acce pt “merchandise in pay 
ment of advertising can dispose of same for 

eash at highest market prices by addressing H. 

M. RICH & CO., Auct’rs, 9 Franklin St., Boston. 


INGLES—Adve Ttis 





1g jingles for all tra’'es 
e) That is my specialty. They » the pithy, 
pointed, practical kind, and are profitable at the 
price. ““ JACK THE JL NGL E Ek,” 10 Spruce St ,N.Y. 


fangs bear Partner with canital, to introduce 

Ladies’ Caps. Garde “ No competition” 
and general demand. Sec are d by copyright. A 
fortune, Address ** PHYSICIAN,” Printers’ Ink. 











| 7 ) von want - first-class man to write your ad 
vertisements! If so, I am the man you want, 
and being open fora permanent contract | woulc 1 
lixe to hear from you. Address “ EXPERT,’ 
care Printers’ Ink. 
N* EWSP AP ER man who knows how to get up 
arly in the morning, is not afraid of werk 
and doe ‘sn’t watch the clock while at work, 
wants place on daily in small city. Good writer 
and solicitor. 1. Pi rinte rs’ Ink. 











( RDERS for 5 line a aivertisements 4 weeks $10 
in 100 lilino's newspape 100,000 circula 
tion weekly ; other Western week apers same 
Catalogue on application. HICAGO 
VSPAPER UNION, 10 Spruce St., New York. 
VW ’ ANTED — Thoroughly competent man to 
travel in Michigan as solicitor for general 
printing and blank-beok work. Must be experi 
enced and have practical knowledge of the busi 
ROBT. SMITH PRINTING CO., Lansing, 
Michigan. 


THOROUGHLY know all details proprietary 
medicine business; also adv. dets 1ils (newspa- 
pers, obtaining mailing lists, distribution, ete ); 








ness, 


capable adv. and pamphlet writer; executive 
experience; highest references, ability, inte rity, 
industry. Address “ SEN EX, ” Printers’ Ink 


\ 7 ANTED—Some one willing to get rich. YT 

have the following formulas for sale : Per 
fume Powder, Ink Powder, Sheet Pluing, Magic 
Transfer Fluid and Lightning Eradicator. These 
are the secrets that have made millionaires. Do 
you command advertising space! If so, send me 
$1 for the five formulas or 25 cents for any one 
of them and turn your advertising space into 
gold. Address JOHN T. MASON, Hancock, 
Maryland. 


PUBL ISHERS, use our method of increasing 

your subscription list. nsures a steady 
growth each week, is limited only to the enter- 
prise of the circulation manager. Adapted to 
city or country papers. Money returned after 
first month’s trial if not entirely as represented 
or if the plan does not bring subscribers. Has 
been used by some papers for years with satis 
factory results. Sold to only one paper in acity. 
New subscribers cost less than 5 per cent. Our 
methodsare reliable and our subscription plan is 
worth hundreds of dollars to any well ¢ ronlucte ad 
ape that is reaching out for new subscribers. 

o premiums, no mcribeaa ae Full particulars 
and everything necessary for adopting the plan, 
$1. We c#n refer to reliable papers using our 
method. THE UNITED PRESS, 54 N, Ninth St., 
Philadelphia, 


















PHOTO ENGRAVING. 











fhe STANDARD GRAVING CO., 61 Ann 
St., New York. 
—-+>+—_—_—_ 
COIN CARDS, 
Less for more; any printing. 


“2 
33 Pils STATIONERS MFG. CO. Detroit Mich, 


— +e 
ILLUSTRATORS AND ILLUSTRATIONS. 


] ] SENIOR & CO., Wood Engravers. 10 Spruce 
e St.,New York. Service good and prompt. 
~-, _ 

Wi NES. 

| pp f= HAMP. AGNE IS MADE, 

SY, with Brotherhood 

New York City. 





sentfree. C. E. 
Wine Co., 





HALFTO NES. 
YERFECT copper half-tones, 1-coi. 


$1; larger 
EN’ 


10c. per in. THE YOU NGSTOWN ARC 
GRAVING CO., Youngstown, Ohic. 
PENS, 


TUB I'ffsey Falcon Pens at Pens are made and are as 


god as the regular Effsey. Gross $1. Sam 
ple box 10c. THE PAUL CO., Red Bank, N. J. 
+O 
POSTAL CARDS BOUGHT. 
Ss 4 ELLED printed or addressed poets al 
rds and stamps bought for cash RR 


MANUFAC ‘TURING CO., 614 Park Row Bldg.,N.Y. 


—— +o - — - 
SPECIAL REPRESENTATIVE. 
qt. D. La COSTE, 

4 38 Park Row, New York 


1 representative for leading  aaily news 





pec 
Tapers 
+o 


IMPOSING G STONES. 


| » EST quality Georgia mar ‘marble imposing stones s, 
two inches thick, 50 cents square foot. ¢ 
with order. THE GEORGIA MARBLE FINISH 

ING WORKS, Canton, Ga. 


-_-- 





NEWSPAPER METALS. 
ETAL FLUX makes linotype and stereotype 
metal run smooth and without blowholes ; 


\ 


also saves metal. Send for free sample. AM. 
METAL FLUX CO. ,De troit, Mich. 
“or 
TRADE PAPER FOR SALE. 


S10, 00 WILL buy a well started trade 

paper in a field where it can be 

bah worth $100,000. Making money. EMER>ON 

P. HARRIS, 150 Nassau St., New York. 
~~, 


COLLECTIONS. 





BIG subscription list is not a good thing 
4 not if it is made » of delinquents. We 
will show you how to Bi them pay and not 
oy your paper. GUARANTEE COLLECTION 
‘OMPANY, 643 Temple Court, Chicago 
—_——~oo——_——— 
LETTER BROKERS. 


ETTERS, ail kinds, received from newspaper 
4 advertising, wanted and to let. What have 
ou or what kind do you wish to hire of ust THE 
EN OF LETTERS ASS’N, 595 Broadway, N.Y. 


ADVERTISING AGE. NTS. 


\ ERCH ANTS, mfrs., mail order men who want 
“live” salesme norag *ts every whe re should 
send for bargain lists leading * want ad ”’ paper 
HUNGERFORD & DARRELL AG’CY, Balto., Md. 
—“> 
NEWSPAPER INFORMATION. 





pee latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER DI- 
1900. Price, five 
GEO. P. 
, 10 Spruce St., New York. 


RECTORY, issued Sept. 1, 


dollars. Sent free on receipt of price. 
ROWELL & CO, 


PRINTERS’ INK. 


PREMIUMS. 
VELIABLE goods > trade builders. Thou 
\ sands of sugges e premiums suitable for 
wublishers and others from the foremost manu 
acturing and wholesale dealers in jewelry and 
kindred lines. 700-p. ill’d list price catalogue 
free. S. F. MYERS CO., 48-50-52 Maiden Lane, N.Y. 











—— ++ ——_ 
MAIL TYPE OUTFIT. 


CoMr LETE equipment; enough material for 
50,000 names. Also 550 brass bottom galleys, 
containing about 6.64 Ibs. of patent mail list 
type. All in Al condition. Also a galley foot 
press and four Dick and Horton mailers. Only 
cause for selling, the adopting of another sys- 
tem. 8. F. MYERS CO., 50 Maiden Lane, N. Y. 


SUPPLIES. 
re SUPPLY 


{AUGE PINS, 3 for 10c. 
CO., Grand Island, Ne 


return directions, t 





1 ( ) 6INCH enve lope 5 
order, 25c MUL ETT, Oakham, Mass. 
‘i 2 pape “3 ‘is yore with ink manufac pure ‘s 
y the D. WILSON PRINTING INK ( 
Ltd. p $a St. b- York. Special prices ‘te 


cash buyers. 
———— 
MAILING MACHINES. 


M43 ee ee HT, labeler,’99 pat. $12. RE\ 
DICK, 43 Ferguson Ave. , Buffalo, N. Y 


)RINTERS’ INK uses Wallace & Co.’s 
ing Machine, so does 
The Cosmopolitan Magazine, 
The Delineator, 
The Ledger Monthly 
and scores of the large owe rs of the country 
WALLACE & CO., 10 Warren S Y 


Address 


—___ +o 
NEWSPAPER BARGAINS. 


S R() CASH, balance #350 on easy terms, buys 
sip) | a Republican opportunity in Kentucky 
if bought poe 2 Inventories $1,500. 
$3,500 buys good paying weekly in Delaware 
on proper terms to rigbt man. 
$3,500 buys one of best business located week 
lies in New England. A snap. 
$3,500 buys a good weekly moposition in Indi 
ana. Business and terms will please you. 
2,850—about $2,000down—buys a good weekly 
proposition. $2,000, with one-half down, buys 
another good one. Both in New Hampshire 
Dailies and weeklies in many different Stgtes 
On all properties that I handle the strictest in 
vestigation 1s solicited on the part of buyers who 
mean business. 
Cc. F. DAVID, Abington, Mass., Confidential 
Sain and Expert in Newspaper Properties. 
NEWSPAPER OWNERS 
W ILL consult with David—in strict confiden 
when they desire reliable circuls atic 
and advertising managers for any department 
building business. C. F. DAVID, Abington, Mas 
—+or ——_—_— 
ADDRESSES. 








» ELIABLE country town addresses, 5éc. per M 
> ee MATTHEWS, 505 Diversey, Chicago 


7 OUR ATTE NTION! 
ee 


tise a "s use, ", = — — Ss. 
jo 
. NIEME y ER, Benton Harbor. 


They are for the adver 

a ‘liable names 
rs, etc. Addre 
Mich. 





( ‘ REATE business without e xpensive newspa 
advertising. Use Carter’s Classifled Au 

Only house in the world furnishing 
names not to be found in directories. Have you 
a remedy for cancer, catarrh, deafness, dyspe} 

sia, kidney troubles, nervous troubles, rheuma 
tism, skin diseases, ete.?- Do you want agents to 
sell your goods from house to house? We have 
America’s population classified according to af 

flietions, occupation or condition. Can addres 

your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
FB ag spa State specifically what you have 
to sell, how you want to sell it. We will reply 
by return mail with full ~ —/rrcn, yn that will 
make your business a suce 

"RANK R. CARTER, 12 “EAST 42 2p ST., 
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MISCELLANEOUS. 


‘OMPLETE election returns by Wife will be 
( furnished to newspapers throughout the 
sountry for bulletin and publication purposes. 
the charge for the service wil! be three dollars. 
Cash must be sent with order. Address WM. C. 
HIRSCH, P. O. Box 2241, New York. 





+) 
BUSINESS" OPPORTUNITIES. 
» EPUBLICAN daily in Re public an community 
\ near New York. Paper wili pay for itself in 
four years. About $20,00. necessary. Give refer 
mees. * STABILITY,” care Printers’ Ink. 





yan newspaper in South Jersey town 
About 10,000 population, only paper, monop 
oly of advertising. Owner has other business. 
Bargain. E.P.H rARRIS, 150 Nassau St., N. 
- 
ADVERTISING MEDIA 


Nicos EVENING POST, Charleston, 8. C. 





T= EVENING POST, Charleston, 8. C. 


ieee EVENING POST, Charleston, 8. C. 


Ts EVENING POST, Charleston, S. C. 


‘[ HE EVENING POST, Charleston, S. C. 


— 

fhe best advertising medium in Charleston, 
8. C., is THE EVENING Post. 

I ARDWARE DEALERS’ MAGAZINE, 
ple copy 10 cents, New York Cit 


fee EVENING POST, of C harie ston, S. C., 
claims the largest local circulation. 


EVENING POST, Charleston, S. C 


sam 





Ts official journs al for all sity adve rtising of 
Charleston, 8. C., is THE EVENING Post. 

\ DVERTISING agents serving their 
4 honestly, call up T TOILETTES ; estab. 
4( 5 times, 25 cents. 
Brockton, Mass. 


WORDS, iain 
Circulation exceeds 6,000 

» ACK-COVER. qu: arter | page. 30,000 

) 12 times, $180. PATHFINDER Pathfinder. De. 
] » ‘H the best Southern farmers by 
\ youradsin FARM AND TRADE 
Tenn. Only 10c. a line. 

\ NY persen advertising in PRINTERS’ INK to 
d the amount of $10 or more is entitled to re- 
ceive the paper for one year 


— clients 











planting 
Eahviiie, 





‘HE advertising for all the departments of the 


city of Charleston, 8. C.. is done under 
contract exclusively in THE E VENING Post. 
DVERTISERS’ GUI IDE, New Market, N, 
Cire ulation 4,500. + ~ample » free. Maile Ji 
postpaid 1 year, 25c. Ad rate, 9c. line. Close 24th 


A WEB perfecting press, linotype machines 
and a building of its own is evidence of 
the ggcapertty of THE EVENING Post, of Charles 
ton, 

[HE EVENING POST. Charieston, S. 
publish want advertisements 

word net; 50 inches display for $15; 
300 inches, $60 ; 





100 inches 
500 inches, gv0; 1,000 inches for 
Additiona! ch: urges for position and break- 
ing of column rules. 





$1 


Ts MINING AND ENGINEERING REVIE w, 
issued monthly at San Frencisco, Cal., 

most prominent technical journal of its class 
vaueken west of Chicago. It coversthoroughly 
the class of people interested in mining and en- 
gineering pursuits on the Pacifie Coast. Actual 
average circulation each issue during 1899 
was 4,333. Sample copy and advertising 
rates, which are reasonable, will be sent on 
request. 





is the 


BOUT seven eighths of the advertising done 
failsto be effective because it 1s placed in 
papers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right papers, your advertising will pay Corre 
awe nee solicited Address ) 
ROWELL ADVERTISING AGENCY, 
New York 





0” Spruce St., 


ADVERTISING NOVELTIES. 


pei ‘YCLE delivery wagons, $25. Write us to 
day. ROADSTER HOPS, Camden, N. J. 


2 PF IN gevuine Confederate money for only 
3500 eer CHS. De BARKER, atianta, Ga. 


\ T ANTI oe Agency for advertising novelties. 
Send full particulars to GLOBE PRESS 
BUREAU, 1441 south Penn Square, Philadelphia. 


re the purpose ‘of inv ting anne=cements 
of Adveriising Nove'ties ‘xely to benefit 
reader as well as advertiser 4 tines will be in- 
serted under this head once ror one dollar. 

ae 















FOR SALE. 
| a! E $5 P cee RS’ INK c oupons For best offer. 
I. W. MULLETT, Oakham, Mass. 


( NE copy Am. Newspaper Directory for Sept., 
1900. Best offer takes. Hi RALD,Oakham,Mass. 


rok! SALE 7-column Washington band press. 





Big bargain. Address THE STAR, Han- 
cock, Maryland. 
q BUYS a complete bound file of 
$1 00) PRINTERS’ INK (32 volumes). Address 
“Pp. J.,” eare Printers’ Ink, 10 Spruce St., N. Y. 


pores SALE—A leading 16-page Southern farm 
journal located in city of 100,000. Good busi- 
ness. No plant. Fine opening for good man. 






excellent Ie mS ation. Wil! sell cheap or will lease. 
Y ADAMS, Lebanon, Tenn 
> VERY issue of PRINTERS’ INK is religiously 


4 read by many newspaper men and printers, 
as well as by advertisers. If you want to buy a 
paper, or to sell a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in re RS’ INK. The cost is but 
25 cents a line. As a rule, one insertion will do 
the business. Address P >RINTE S’ INK, 10 Sprace 

, New York 








ADVERTISEMENT CONSTRI 'CTORS 


MORGAN, Advertisement Writer, 
bridge, Vermont. 


Cain 


s 


G Fors! R. CRAW, mail order advertising. 
¥ Box 502, Cincinnati, Ohio. 
oS chat L bring business. Write. H. L. GOOD- 
VIN, 57 Chester St., Mal len, Mass. 





- | UE your own store | paper. Ask for samples 
WM. WOODHOUSE, JR, Trenton, N. J. 
DS $1 each, booklets $1 a page. CHAS. A 


Pp b 
d WOOLFOLK, 446 W. Main St., Louisville, Ky. 
ye SCARBORO, writer of forceful advertis- 
¢) ing. Request estimates. 20 Morton St., Bklyn. 


M EDICAL advertising, professional or gee ular, 
written, Ulustrat printed, M. P. GOULD 
DVICE any business or adv. subject $%5. Trial 
4 ads $1. F. B. WILSON, Kenton, Ohio 
\W WIT and wisdom always win. 
Lure the customer within. 
6 ads, $5. F 





Ingenuity and ct 


nin 
H. SMITH, 157 N. Pearl, Buffalo, N.Y. 







AUNCTIING a new business? Whether it wil 
4 bean ocean liner ora catboat may depend 
on the advertising Let us start you right. 
SNYDER & JOH IN, Advertising Writers and 





Agents, Woman's Temple, Chicago 


~~ ‘ORES of young men have bettered them- 
‘ selves in business since taking our unique 
course of advertisement writing. We teach it 
practically, successfully by mail Large pro 
spectus free. PAGE-DAVIS CO., Ine’d, 12 Medi- 
nah Temple, Chicago 

clients are 


\ OST of my 

4 excellent advertising 
Rut they lack the time and they want new and 
different ideas. They know that the best work 
in all lines is done by specialists. Iam a special 
ist, in planning, writing and i lustrating all kinds 





men who can write 
matter themselves. 


of* advertising matter. HOLLIS CORBIN, 25% 
Broadway, New York 
» ESULTS!—That is what | alwaysaim atand my 


\ customers often wonder at ‘the accuracy of 
my aim. | write, illustrate, design and print all 
kinds of advertising literature in a neat, clean, 
convincing manner, just the way it should be 
done. Send along a trial orde rand see if I can- 
not hit the “ bull’s-eye”’ of trade for you. Also 
send for my booklet. “ Ten Dollars a a 
It willinterest you. Address WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., N. Y. 





PRINTERS’ INK. 


PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 

t@ Issued every Wednesday. Tencentsa copy. 
Sub cription peste. five dollars a year, in advance. 
Six dollarsa bundred. Noback numbers 

t= Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for #30, or alarger number at the same rate. 

t@ Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

te If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line; pearl measure : display 50 cents 
a line; 15 lines to the inch. $10%a page. ~pecial 
position twenty-five per cent additional, if grant 
ed ; discount, five per r cent for cash with order 


Oscar Hanzsac, Managing Editor. 
Peter Deu GAN, Manager of Advertising and 
Subscription Department. 


NEw YORK OFFICES: No. 


LONDON AGENT, F. W. SEARS, 
GATE HILL, E. C. 


~ NEW | YORK K, OC 2 


1o SPRUCE ST. 
Lub- 


50-52 


» 1900. 
PUTTING money into 
far easier feat than gett 
out of it. 


WRITING as one talks is an easy 
thing to advise, but a wonderfully 
hard thing to do. 


advertising 
is a ing 
money 


Ir your methods of doing busi- 
merit out of the 
let the people know it 
make them a strong feature of 
your advertising. 


ness 


possess 


ordinary, 


THE man who can change 
adapt a plan of advertising that 
proved successful in New York, 
and make it “go” in Denver, will 
as much money as the man 
used the plan. 


and 


make 
who originally 


No 


yet 


“condensed” newspaper has 
succeeded up to the present 
time. It seems that the public de 
sires to make its own selections— 
not trusting to the taste of the con 
dens'ng editor being similar to its 
own. 


of almost any 
when worked 
different en 
succeed 
hand, a 


THE main points 
plan of advertising 
out in detail to suit 
vironments will — 
anywhere. On the other 
plan of advertising that proved 
successful in one locality, when 
followed out exactly the same, 
would probably not prove success 


in at other localitv., because 


Is a haphazard list of names of 
sufficient value to an advertiser 
to warrant the expense of 
sending out names to them? Few 
advertisers think so. 


THE feature that distinguishes 
an article from all other articles 
of a class could not be impressed 
on the public mind in a more fore 
ible way than by constantly ad 
vertising it in the form of a catel 
phrase. 

‘The Differenc 
Bills.” John J 
Kelley & Co., tailors, of 164 
Broadway, New York, print tl 

following matter on a postal card 

McKinley and Bryan 
1amed Bill, before they 
or scribble, so they agreed on or 
thing—their first name—then with ag 
came expansion and with it their 
ity to talk and write and have pict 
taken on their front porches—the 
haven’ rreed on anything 
Moral: Give us a chance to 
with you on the paramount issue 
There are other bills, one you hay 

paying, and the cther you are g 

1 to pay us. The difference will 
amount to something substantial in 
year. will clothe you as well 
better ost one-half what you 
paying now. Bring us a sample of ar 
fifty-dollar suit and we will duplic 
it for thirty-five. We want your bus 
ness. trial will make you a pleased 
and permanent customer. Inspect 
invited. Purchase pacer aoe Samples 
mail 


the title 
the Two 


UNDER 
B . 
sctween 


were bot 
could pratt! 


since 


disagre 


ee 


Lest forget, the fact must not h¢ 
st igl of that John Wanamaker 
ends hundreds of thousands of dol 
annually in advertising in the 
hiladelphia newspapers. Nor must 
it be forgotten that newspapers 
but human. The lawyer does not 
mud at his well paying client; the 
tor does not assail his patient 
always pays his bills, and the news; 
per does not and will not tell tl 
truth about the advertisers that 
their columns. Not only will they n 
do this, but they will go to the extreme 
in serving such customers. This, in a 
nutshell, explains why the truth is nev 
told, as far as the politics of this town 
concerned, by the newspapers tha 
the Wanamaker advertisement 
explains why Brother John 
painted as a saint. while Quay, the mar 
who refused to make him U nited| States 
Senator, and later on Governor, 
ured as depravity itself.—Phi 
(Pa.) Transcript, Oct. 14. 


( Ine wonders 
foregoing, whet 


} 


when reading t 
her it would have 
been printed if Mr. Wanamake 
advertised in the Transcript, 


Sunday newspaper 





PRINTERS’ INK. 
accurate informa 
tion a ant ad results, the 


\ “Unton ADVERT 
PANY,’ whoever they may be, are 
Chicago Record offers seven prizes 
dollars each as fol 
: 


MISING Com- 


making propositions to various 
municipalities to erect without pay of forty-n’ne d 
thousand five hundred litter lows: To the person who supplies 

want ad the most 


three 
upon which will 
t 


cans on streets, 
be sold advertising space, g-ving unique, l : genuine want; 
‘ant them the 1e rst ffects the mos 
percentage of lusual ; liar exchange 
the amounts so obtained, twel finar “et from a sing] 
1d one-half per cent in_ the - a computed —y reference 
for instance. It dd F same: to the person effect 
1 privilege would be worth estate sale 
ion dollars annually in New cost of a lered; to the per 
and the newspapers = on ri the most lucratiy 
great cry about the “big position, sal 
The Little Schoolmas- position, salarv ¢ ul 
the cost of ad: largest number of r 
i brought 
most vividly ye 


+ 


the cities which ¢ 


franchise a certain 


sing a estimated against 
ete. stimated against 
not enthusiastic about 
adver 


streets, 


1s 

y having four thousand by single ad, cos 

tising disfigurements on its 
it fails to see anything in the 

oposition the company is mak 

straightforward busi- me: 

factors pe 


considered ; 

from single ad, 

to territory and nu 
re com 

for actual 


nated returns 
graphically as 
rically as to replies. 
tition is intended only 
money. advertisers, aims to cover the 
even main features of want advertising 
Croker does not look upon and closes November 1. 

wholly with disgust. 


1g save a 
ness offer, whereby all the 
concerned may make some 
popularly believed that 


SHOULD Sandwichmen ride on 


E Nashville (Tenn.) Banne 1 : = 
indsomely engrave itations to Omnibuses—for the og og oO 
rtising men requesting the honor advertisement? asks the Pall Vall 
os ee a See as Build- Gasette. This is a question which 
Hoe quadruple press, on Thur s concerning Paris just now. It 
y afternoon, October 5 seems an enterprising \merican 
The Banner is the only after- firm has been sending out sand 
noon paper published in Nash- wichmen to ride on the ‘buses 
ille, the capital of Tennessee, The réclames are dressed in blue 
vith a population of one hundred smock and cap, and bear upon 

their breasts a huge board, upon 
lich is printed a_ black letter, 
sible at a great distance. The 
human blocks are so sorted out as 


Southern Kentucky and Northern to form 2 word, the name of a par 
\labama. The daily - ticular fabrication Paris wants 
sworn circulation of , uiner to know whether the “hommes- 

ought be allowed 


and twenty-five thousand. It is 
he leading paper in its territory, wl 
and circulates in the most pros 
perous sections of Tennessee, 


for 1899 was 14.370 sandwiches” 
1 six months impériales to 

This is tl ar§ circu- the 
¥"? ishville who want to 


their work, 


to monopolize the 
detriment of the work-people 
travel homewards or 
he case mav be 
Odéon-Clichy 
h these peo 

l passen 


r attained by a , 

is increasing without 

f any schemes for boost Ch roof of 

rculation The Nashville “bus becomes 

advertisements ple, and the 

hased upon the accuracy of it ger to whom the trifle extra for 

circulation statements. a oa nside place is of considerable 

anteeing double the circulati if ; forced to wait for an 
T ot a ‘le, all because of 


accepts 


morning contemporary \ 
r’s pressroom and books are creatur wl h 0 particul 

open to advertisers, and ever ‘ erran resumably there is no 

lity given for ascertaining the remedy; a man pays his fare and 


facts. 
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TELL your story completely. 
Perhaps more people will read a 
brief ad than will a longer one, 
but it’s a great deal better to con- 
vince a few than to mystify a mul- 
titude. 


DurRING his recent visit to New 
York, Mr. James Gordon Bennett 
engaged the services of Manly M. 
Gillam for the unique position of 
advertising counsellor of the New 
York Herald. 


Mr. CHas, A. O'DONNELL has 
been made business manager of 
the Minneapolis Times. If Mr. 
O'Donnell proves as efficient as 
nature has made him good-look- 
ing, Col. Haskell will find nothing 
to regret in his new acquisition. 

eee 

\ CORRESPONDENT of the San 
Francisco Argonaut, in writing of 
the Paris Exposition, makes the 
following interesting observa- 
tions: 

A curious feature of the exposition 
is the outlay of large sums of money 
on fruitless advertising schemes. I say 
‘ fruitless ” because they seem to me to 
attract no attention: whatever. One, for 
example, is the kiosque of a company 
dealing in hams and other cured pork 
products. I learned that the ground- 
rent for the place they occupied—some 
fifteen feet square—-was $6,600; cost 
of maintenance and bui:-ing, $3,000. 
The place was empty nearly all the 


time; here is nearly $10,000 thrown 
away. The big building known as the 
“Broadway Chambers” is reproduced in 
a model; ground-rent, $7,000; entire 


what they 
raper for, 


cost, $30,000. don't 
were advertising this 






but was told it was intende » demon- 
strate the merits of tall bu vs to the 
French. The Menier choc people 


had a diorama reproducing their factory; 
this also was. deserted. Som thirty 
champagne houses erected a ‘“cnam- 
pagne palace,” which also was empty. 
One champagne house had a captive 
balloon bearing their firm name, but 
from this freak advertising they sold so 
little wine that they began charging 
people to make the ascent; thus from 
the wine business they got into the side- 
show business. There was a model of 





the Baldwin piano factory which, I was 
told, cost about $10,000, but nobody 
looked at it. There were a number of 
costly models advertising other well 
known American goods, but I saw no 
one looking at them—the visitors pass 
ed them unheeded. People seemed in 
stinctively to dodge exhibits which were 





advertisements Several hundred thou 
sand American dollars must have been 
put into this m ‘ of advertising at 
the expositic seemed to me to 
be entirely Ly. 





THE report will not down that 


Mr. Alfred E. Rose is to become 


connected with the Ward Gow 
Advertising Agency, of New 
York. With Messrs. Rose and 
Ward in the same concern even 
the most confident prophet would 
hesitate to predict what heights of 
advertising skill could be reached 


Henry ALTEMUS COMPANY, 
Philadelphia, issued about Sep 
tember 15 a volume of poems by 
Mr. William J. Lampton, known 
wherever newspapers are read | 
his peculiar form of zigzag poetry 
in the New York Sun. The vol 
ume will appear under the title 
of “Yawps and Other Things.” 
Mr. Lampton says the volume will 
be more moving than Ripans. 


It is a custom among the big 
dailies now to have a flat rate and 
quantity discounts. So much off 
for five thousand lines, a 
discount for ten or twenty thou- 
sand and a very much larger r 
duction if fifty thousand lines are 
used. And it has come about tl 
the wily advertiser has drifted into 
the habit of contracting for the 
larger space at the largest conces- 
sion with the understanding that 
he use it as wanted and pay for 
as used. There is a quasi under- 
standing that the full amount of 
space may be used, but no penalty 
is exacted if the advertiser 
has contracted for fifty thous: 
lines finds at the end of a year 
has not had occasion to use more 
than five thousand. What he uses 
he pays for, less the largest dis- 
count, and the fiction of an agree 
ment to use more is lost sight « 

a 
1 





arger 


from the beginning and was ex- 
pected to be that way by all par- 
ties to the very loosely construed 
contract. The newspaper man not 
infrequently comes out so 

better than he expected that 
quite willing to go on making 
contracts, for, although they aj 

parently mean nothing, they do en- 
courage the using of large spac 





and large advertisements are the 
kind that pay best nowadays. S 
the advertiser may, after all, spend 
with the paper a great deal more 


than he thought Advertising 
queer business anyway, 
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\ CORRESPONDENT writes: 

\bsorb all the ideas you can get, but 
let the greater part of tuem remain “ab 
sorbed. 





NeLtson CHESMAN & Co.'s Brief 


Manual of Leading Periodicals 

a fifty-page pamphlet giving sepa 
rate lists of daily and weekly 
newspapers and magazines. and 
other class periodicals. It is com 
piled from the Newspaper Rate 
Book, published by the same firm, 
and is to be commended for its 
compact appearance. In addition 
to the usual descriptive data about 
a newspaper, it states whether the 
paper uses matrices or not, but 
omits the size of the publication. 
It gives other information for ad 
vertisers, such as the date of clos 
ing of forms of semi-monthly and 
monthly publications, the mini 
mum space for which they accept 
advertising and their rates per 
line, and per inch for three, six 
and twelve months. The circula- 
tions of the various papers enum 
erated in the book are set down in 
\rabic figures, which are greatly 
at variance with the ratings in the 
\merican Newspaper Directory. 
The editor of the “Brief Manual” 

not state whether these fig- 
ures represent the number of read- 


does 


ers, counting five or more to each 
copy, whether the number of 
sheets printed or whether they 


represent his own estimate or that 
of the publishers of the various 
papers. Nor can it be ascertained 
by looking over the pages of the 
Brief Manual whether these fig- 
ures refer to the past, present or 
future of the paper. But the ob- 
ject of this pamphlet is to tell an 
advertiser how well can its pub- 
lishers place advertising for him 
in certain lists of papers rather 
than devote too much time and 
energy to the perplexing question 
of circulations, 


the most impor 
tant and the most difficult prob 
lem a newspaper directory editor 
has to deal with. The liberality 
of the editor of the “Brief Man 
ual” in the matter of circulation 
ratings is doubtless much appre- 


ciated by newspaper publishers so 
favored. But all things consid- 
ered, the Brief Manual is inter- 
esting and valuable. 


/ 


(Mo.) Jour- 

booklet 
a package 
the 


THE Kansas City 
nal sends to advertisers 
whose cover resembles 
of tobacco on which appears 
sentence, a this in your pipe 
and smoke With the booklet 
comes a thea pipe and suff 
cient tobacco to fill it once. One 
of the Little Schoolmaster’s 
friends who tested both said the 
facts in the booklet were of good 
quality, but that the tobacco 
wouldn't smoke even in h—l. 

cectieliiieesatiake 


IS. 


Two or three months ago the 
publishers of the Free Press 
transported to Detroit a consider 
able number of advertising agents 
and others interested, and after 
blowing them off handsomely ob 
tained their signatures to the un 
doubtedly true statement that 

The average circulation of the Free Press 1S 


42,530 daily and 52,512 Sunday. 

PRINTERS’ INK would like to 
know the real value of such an in 
dorsement. Who can tell the edi 
tion of a paper so well as the pub 





lisher of the paper? When the 
public is brought in to examine 
and verify a circulation  state- 


ment it almost always appears that 
the result shown was abnormal, 
an inflated condition brought about 


by means to that end. Still, 
ee it does benefit a paper 
to be talked about, 
eo 
ST. ARTING IN. 
_ Detpnos, Kan., Oct. 15, 1900. 
Editor of Printers’ INK: 


Am practical printer and experienced 
newspaper man; want to become ad 


vertisement writer, for which have 
some talent. What's the first and best 
thing to do? I can write ads now, and 
think I know difference between good 
medium and bad. Yours truly. 
’. M. Wuarrte. 
rhe best way to start is to se 


cure a position with a firm in your 
town and try your hand, at the 
same time keeping your eyes and 
ears open for every thing that 
may be learned in your line. In 
a few weeks you will be more than 
willing to acknowledge that you 
knew considerably less than you 
thought when you started in and 
that you are rapidly coming to 
learn a little little little —[ Ep. 
Printers’ INK, 








TEXAS CIRCULATIONS. 


Che following letter has been mailed 


by the Journal to the editor of a lead 
ing newspaper directory. It may be 
of interest to you as an advertiser to 
take a look behind the curtain which 


conceals circulation secrets. 








Established 1880 

“Texas Stock AND FARM JouURNAL.” 

Dallas Office: 312 Main Street 
Fort Worth: No. 20 Scott-Harrold 
Building. 

San Antonio: 216 Main Plaza. 

Dattas, Texas, Aug. 10, 1900. 

Dear Sir—The Journal's experience 
seems to suggest that detailed reports 
of circulation are n good things for 
the publications making them. It has 
been its practice for several years to 
make such reports under oath to all 
agencies and _ directories asking for 
them. Other Dallas publications have 
not been making such _ reports. The 
directories for 1900 give ten publica 
tions at Dallas higher ratings than the 
Journal's. These ratings, except in one 
instance, were based on unverified cir 
culation claims. 

Recently the Dallas Semi-Weekl 
Vews printed a statement from the 
postmaster of Dallas to the effect that 


forty-eight publications paid postage on 
; : 





305,168 pour of second-class matter 
passing through the Dallas postoffice 
during the « r ending June 30, 





38 pounds of this 
of the whole) 


| \ 


and that 116,7 
(or 38 per cent 


1900, 
amount 
mailed by 
looked 
publica 
and Farm Jour 
with an official 
postmaster which showed 
postage on 38,635 pounds 
quarter (The News is 
week, 


were 4 





or the other 
The T< 





seven 

i rward 
the 
paid 
cur 
issued 





uv next 
statement 





came 





that it 


rent 
twice a 


J 


the Journal but once a 
startling fact——that 
ws and the Journal 
373 pounds against 


revealed a 
Semi-W ec 
paid postage on 1 














only 149,795 pounds actually mailed by 
the other forty-six publications in Dal 
las. 

Six religious publications at Dallas 
have directory ratings that would pro 
duce over 100,000 pounds of postage 
during the quarter. If their ratings 
be correct, the remaining forty publi 
cations have less than 50,000 pounds of 
postage to divide between them, whereas 
the directory ratings would give them 
nearer 500,000 pounds than 50,000 
pounds. 

We submit that there is something 
“dead up the creek, and that it isn’t 
the Journal; also it is demon 
strated by the ence (which is 
the evidence a calls for) 
that the Jours second largest 
circulation in Texas. 

In the meantime will somebody who 


knows please point out to us what the 
] yurnal has gained by telling the truth 
about its circulation and by making 


detailed annual reports thereof? 

s a matter of business rather than 
of conscience, wouldn’t it have paid 
better to have claimed the earth as 








PRINTERS’ INK. 








some of our neighbors seem to have 
been doing 

What has the directory man to say 
about this? 

rexas Stock AND FARM JouRNAL, 


In answer to the above: 

The editor of the American 
Newspaper Directory says that in 
his book he finds: only one Dallas 
paper credited with a higher cir 
culation than accorded to the 
Journal. Adding together all the 
circulation ratings accorded to the 
Dallas papers, it is found that th 


is 


rating accorded to the Te.ras 
Stock and Farm Journal is less 
than one-seventh and more than 


one eighth of the whole. 

Taking the above statement fro 
the Teras Stock and Farm Jour- 
nal as true, it would appear that 
it mailed 38,635 pounds out of a 
total of 305,168 pounds mailed by 
all the Dallas Dividin 
the larger figure by the former, 
would appear that the actual nu 
ber of pounds of paper mailed by 
the Teras Stock and Farm J 
nal is less than one-seventh and 


papers. g 
t 








more than one-eighth of the 
whole. 

From the condition of affairs 
above exhibited the editor of the 


American Newspaper Directory 


thinks his ratings stand pretty 
well. How long will it take the 
publisher of the Te.ras Stock and 
Farm Journal to make up his 


mind that the only newspaper d 











rectory that makes any bona 
effort to rate newspaper circu 
tions correctly is the America 
New spaper Directory, publis! ed 
by Geo. P. Rowell & Co., at No 


10 Spruce st., Jew York, now in 
its thirty-third year? 
+o 

In its November issue St. NV 
olas (N. Y.) prints a list of ten 
firms having announcements in 
that number, and offers prizes of 
five dollars each for the twenty 
most attractive advertisements of 
fered for the concerns in question, 
three dollars each for any 
other features accepted for use by 
any of these firms. The competi 
tion is confined to members of th 
St. Nicholas League, and is well 
calculated to stimulate interest in 
the advertisements of the ssue 
among St, Nicholas’ readers. 


also 


e 
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THE FIFTH SUGAR BOWL. 


WEEKLY rhit 


PRICE. 


THI BEST FOR 

In its issue of April 24 PRINT 
ers’ INK made the announcement 
that it would shortly award a 
sterling sugar bowl to that week 
ly paper which, all things consid 
ered, is believed to give an adver 
tiser a better service, in propor- 
tion to the price charged, than 
may be obtained for equal money 
from any other weekly issued in 


the United States. Publishers of 
papers thought eligible for con 


sideration in this connection were 
invited to set forth facts for pos- 
sible publication in these columns. 
The first to accept the invitation 
was the Kansas City Weekly Star, 
with a rate approximating one 
third of a cent per line per thou 


sand copies. In the issue of 
Printers’ INK of May 23 the Lin 
coln (Neb.) Frete Presse set forth 


its claims, basing them on a flat 
rate of one-fifth of a cent per line 
per thousand copies, and a circula 
tion in which there is no “waste” 
—not even exchanges. In PRINT 
ERs’ INK of June 6 Mr. T. F. Ken 
nedy, of the Rowell Advertising 
\gency, named the weeklies from 
which, in his estimation, the win 


ner must come. In the succeed 
ing issue the circulations and 
rates of these were given. In the 
Little Schoolmaster’s number of 


June 20 the Pathfinder, of Wash 
ington, D. C., set forth claims at 
some length; its rate was shown 
to be in the neighborhoe 1d of one- 
third of a cent per line for each 
thousand copies. In the same is 
sue the Ram's Horn, of Chicago, 


told why it believed the sugar 
bowl should be awarded to it 
With a rate approximating two 


fifths of a cent for each thousand, 
if based on its 1899 circulation 
and lower if on its guarantee of 
120,000 as resent output, the 
Ram's Horn certainly did not 
show any conceit in deeming itself 
pretty high on the list. In Prin1 
ERS’ INK of July 4 an interesting 
letter was printed from the Ban- 


gor (Me.) Commercial, a weekly 
of exceptional excellence, with 
a rate between one-fifth and 


one-fourth of a cent for each on 
thousand copies; from the 
weekly of the Commercial Appeal, 


One 





of Memphis, Tenn., with one 
third of a cent for a similar serv 
ice; and one from the Catholic 
Citizen, of Milwaukee, with two 
fifths. In the Little Schoolmaster 
of July 11 both the Kansas City 
Star and the Lincoln (Neb.) 
Freie Presse again set forth their 
claims. In Printers’ INK of 
\ugust the letter of a Portu 


15 
guese publication at Oakland, Cal., 
‘alled O Arauto, was published. 
\s its circulation is less than one 





thousand, why it believed it had 
the ghost of a chance is a mys 
tery. In Printers’ INK of August 


22 a letter was published that had 
come from Collier’s Heckly, ac- 
companied by a circulation state- 
ment that showed that the paper’s 
average for a year had been 203. 


000, and which made plain that 
at this output the rate approxi 
mated three-fifths of a cent per 
thousand; while, at the present 
guaranteed circulation of 225,000 
copies per issue, it averaged 
slightly less than two-fifths of a 


cent for the same service, a charge 
which, considering the style and 
price per copy of the Collier pub 
lication, is lower than seems on its 
face. In Printers’ INK of Sep 
tember 5 a letter was printed from 
the Ram's Hlorn, of Chicago, giv 


! l the excellence 


ing a clear idea of 

of that publication and the low 
ness of the price at which space 
may be purchased in its columns. 


In the issue of October 10 a cor 
respondent indicated the excellence 
of the Christian Herald and the 
fact that rate was below that 
of Collicr’s Weekly and the Ram's 


its 


Horn, the two whom he consid 
ered its only competitors in this 
connection; he remarked, inci 


dentally, that he would not care 
to pass the judgment in regard to 
the, trio that the editor of the 
Little Schoolmaster would be com 
pelled to do. In Printers’ INK 
of October 24 Mr. P. B. Brom 
field. of the Christian Herald, for 
tified these statements bv telling 
of the excellent class an adver 
tiser would be able to reach by us 
ing his periodical and how little 








3 


it would cost considering the qual 


ity and quantity of the circulation 
The competition has offered to 
an opportunity to 
special merits of this 
and the fact 
«d more 
ma 


weeklies set 
forth the 
class of publications ; 
that they have not respond 
readily indicates that the 
jority of cases they have some of 
the same difficulty that advertisers 
do in understanding why a weekly 


in 


should receive payment for space 
at a very much Ligher price than 
must be paid for it to the daily 
paper of equal circulation The 
supremacy of the daily news 
paper, reaching as it does all 


has become so universally 
ig ; 


iV at 


classes, 
, 
recognized that when a \ 








tempts to set up any peculiar merit 
it frequently brings even more 
forcibly to mind the conviction ar 
rived at by most advertisers that 
as a paying medium for his in 


vestment the weekly is a back 
number. Weeklies to 
carry very much advertisin 
it is that as t 
gresses, advertising 
edge | wi 
seminated, their 
more and more 1 
tisers, until in the nature « 
the successful weekly shall receive 
for its adverti price 
much, if any, higher than 
daily demands. Who doubts 
the weekly paper that 


day do 


, robable 
and 
vecomes more 
columns 
gnored by 


»f things, 


sements a 








to the people of to-day ts t 
dav issue of the great da 
it there is no higher rate of charge 


I to 


circulation 


in nNroportion 

is demanded for advertising space 
in the week-day issues of the sam 
paper. It is possibly something in 


favor of the weekly idea that these 
Sunday issues do have the prefer- 
ence at the same rate, and on that 
account carry a much larger vol 
ume of advertisine than 

on any other of the seven days « 


the week 


appears 


Tt 


\ MINNESOTA CLAIMANT 








Frost, Minn., Oct 4, 19 
Editor of Printers’ I) 
felieving that it is ir intention to 
arouse interest amon the p isher 
of newspapers of e€ ¢ nd to kee 
thoroughly in toucl he 
thoughts and all the nt i 
pertaining to advert g, your 
: v} 


tion te 
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veekly gives the best weekly servic« 
rtisel 1s ery respectfully iccel 

ir humble ervant signed bel 

le your mind is perhaps fixed 
fine family weekly with milli 


some 


of dollars 
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R 2 *r published in 
sun gives 
vic to price char 
First. ecal contains the 
ry of that darling babe, that de 
parted ‘ father and 1 
citizen, t daughter, 
young son ind strength, it 
that e ¢ history, and facts 
given as 
Sec 1 t birth, that large 
ding id the presents a1 
names of the donors. The off 
clergy etc 
Third Phat announcement 
change of fir in business, th fire 
I he facts cted with it, s 
to fre ance compant 
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F That time table of 
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keep the A rd it 
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\ That editorial ment 
om home, that is of ‘ 
t excelled by none other } 
en, paper printers’ ink. 
Tenth. That nicely arranged 
mly time and skillful, judic 
nd ns can accomplish, whe¢ 
for st ind f meditat 
‘ evervthi 
El th Ss a 
organ n public 
nd achie nflue 
a I g lan 
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a charge of line f 
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contains all the n es of a t 
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COPYRIGHT | POINTS. 


A group of newspaper men got 
into a discussion recently over a 
question of copyright law. 

One of those present asked if, 
when an entire paper is copyright- 
ed, it is necessary to copyright 1n- 
dividually any of the articles it 
contains for which special protec 


tion is desired. 

H. P. Hubbard called attention 
to the fact that the New York 
fournal, although copyrighted 


frequently contains dis- 
each of which 


ch day, 
patches from abroad, 
has been separately entered. 

\s no one in the group could 
explain why this should be neces- 
sary, Mr. Hubbard wrote a letter 
of inquiry to the Librarian of 
Congress. In reply he received 
the following: 

“In your letter of inquiry you 
that the New York Journal 
is copyrighted itself, that is as a 
whole, and on the particular she 
sent by you bl are also five 
other copyrights, and yon desire 
explanation why, if the Journal be 
copyrighted as a_ whole, there 
should be other copyrights con- 
tained in it. 

‘The reason 
The copyright of 
whole protects whatever copyright 
matter it contains 
long as such matter remains 
integral part of the paper. 

“It prevents any one from tak 
ng out of the paper any copyright 


Ca 





simple 


for this is 
the Journal as a 


only so 


an 


able 


able matter contained in it, but 
Mr. Hearst may desire to take 
out certain parts and sell them to 
other papers, say in Denver, or St 


wis, or elsewhere. 


“This he can do because of the 
di fference in time, making it pos- 
sible to issue his paper in New 
York and telegraph certain por 
tions of its contents to the fat 
Western city in time for incorpo 
ration in the city papers there. 

But if he should take out of his 
paper any part it would !ose the 


protection given by copyright to 
the paper as a whole, because it 
is separated from it. He must 
therefore, copyright every one ot 
these pieces that he desires to send 


to other papers separately, and as 
uch copyright must take plac 
efore the publication of them 











anywhere, such pieces appear in 
his copyrighted paper as being 
separately and specially copyright- 
ed themselves. 

“You will see clearly that the 
separate copyright of different 
stories on this particular sheet is 


not for the purpose of protecting 
them while they remain in the 
newspaper, but for the purpose of 
protecting them when they leave 
the newspaper and go elsewhere. 
“Each and every entry of title 
calls for the fee of fifty cents. 
Therefore the New York Journal 
is required to pay for the entry 
of the title of each one of the 
articles, and does this by deposit- 
ing money in advance, sometimes 


to the amount of $500 at a time.” 


Fourth Estate. 
mae _— = 
FOR WHAT THE TRAFFIC WILL 
BEAR. 
Before me lies the rate card of a 


prominent daily newsp aper in a great 
city. It is a rate card of the old school, 
appear to me to be un 
refinements of classification. 
ate distinctions are a puzzle 
and an unceasing worry 
vom clerks. Why should 


“ss personals be 20 














1e matrimonial per 

25 cents a line? Again, the price 

al meetings, dividends and bus- 

nges is 20 cents a line, while 
rtisements classed as “‘financial’’ are 

h d at the rate of 25 cents. Finan 
cial tices, displayed, cost 25 cents a 
ne, and personals displayed, 5 cents 
with all this elaboration of 


\way 
I 


et us have a flat rate all along 


“line. National 
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INSTANCES. 





TWO 

Advertising is to the merchant what 
plowing and sowing is to the farmer. 
magine a farmer trying to raise a crop 
by sitting = | the fence as he looks over 
a ten-acre ld wishing that a nice crop 
of wheat or corn would spring up in it. 
Ridiculous, isn’t it? But not any more 
so than the merchant who hides a stock 


of goods away in a storeroom and then 


sits on the counter, hoping that people 
will come in and buy.—East Aurora 
(N. Y.) Advertiser. 
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> rush, t the usual way | 
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fo 

admiring arc 

ecture of the ‘Palais des Beaux-aArt 

S t € a ignifique!’ said I in 
, oluntarily magnifique repeat 

tion ed a French at my side four 

i that he vas gazing at a cvcle post 








lamps, tables, guns or 
tist Success. 
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of an article on Poster 





anecdotes of the poster-collect- 
aze in France. He says: “Dur 
recent railway journey in France 
is very much puzzled by the tact 
a Frenchman who occasionally sat 

1 glared out of the wir 
first at one side 


amusin 






ws the whol 
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<o 
can no more be laid down 

yertisi than they can for literature 
You may be to give some fundament al 
sood principles to the writer of a novel, upon which 
tes, he must base his work, but give two writers 

the same fuudamental princip] 






sles to work on, 
and they will turn out books as wi y differ- 











ng- entas can be conceived. It is the pe Be with 
con- advertisements. Theyare personal statements 
dof the adve rtise r, colored by his own ideas and 
king sentiments. ‘‘ The style is the man”? in ad- 


ive Vertising as in literature.— 7he A dvisor. 
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PRINTERS’ INK, 


FREAKS IN ADVERTISING. 

rhe art of printing has found, within 
recent years, a good many develop 
ments, of which the average well-in 
formed person knows nothing. Ma 
chines, for example, have been patented 
for printing on matches. The matches 
are thrown into a hopper, whereupon a 
revolving wheel receives them one by 
one in its teeth and carries them be 
neath the instrument that stamps the 
legend upon them. Another contrivance 
prints upon gunwads data which in 
form the sportsmen, when he looks into 
the end of each cartridge, how much 









powder it contains and wlitt is the size 
of the shot. The printing on stockings, 
whi uich includes the trade-mark and often 
some such words as ‘Fast 

done by a machine made for 

pose. Another machine prints lettering 
on cigars and yet another adorns bar- 
rels with the firm names of the concerns 
whose products fill them. There is a 


pecial device for printing on the ends 
of spools of thread. and another for 


putting letters on buckets. One of the 
most curious contrivances is a machine 
for printing on gelatine capsules. An 


other device is for printing on broom- 
handles the name and address of the 
manufacturer. The lettering on collars 
nd cuffs, which states the trade-mark 

d number, is done by a_ machine 
built for that particular purpose. 
But the very newest contrivance in this 
class of inventions is a machine for 
printing advertisements on the asphalt 
pavements of streets. It is a species of 
bicycle, the tire of the front wheel hav- 
ing a series of raised letters on its peri 
phery. These letters, as the wheel re 
volves, print the name of a soap, or what 
not, while an automatic blower at the 
bottom of the fork blows the dust away 
from the pavement in front.—Satur 
lay Evening Post. 





- oe. 
BUILDING BUSINESS. 

Like the patient who expects to be 
cured by the first sip of medicine, many 
advertisers demand immediate results. 
They insert a_ single announcement, 
generally of the driest and most meager 
character, fold their arms and com- 
placently await miraculous returns. Of 
course they are disappointed, for adver 
tising is a plant of slow growth that 
must be Pa ow sedulously before it at 
tains full bloom. The novice thus de 
feated in his unreasonable expectations 
promptly vows that “ advertising is a 
fraud,” and, parrot-like, others echo 
the stupid falsehood. It is the adver- 
tiser who is a fraud.—Clothiers’ and 
Haberdashers’ Weckly. 


INA NUTSHELL. 

Tell a good, plain, unvarnished tale. 
Offer bargains and give good, sensible 
reasons why you offer them. Show 
people how much more the article would 
we cost them a few weeks ago, and 
how much they will cost them a few 
months hence. Give a description of 
the goods—and tell the price people 
paid for them last week and that which 
you will sell them at for the balance of 
this week. Then you will be doing good 
advertising.—New England Grocer. 


WHERE THE POSTAL CARDS 
COME FROM. 


33 


The modest plant that turns out mill 


— of postal cards every month 
Uncle Sam is located in a little W 
Virginia mountain town, high up in 
Appalachian range, not far from 
lorder line of Marviand. The town 
Piedmont, Mineral County, W. Va., z 
here the busy factory is at work 





for 
est 
the 
the 

1s 
and 
six 


days in the week making the little 


long sheets of cardboard on which 





so 


iny messages of all sorts and kinds 


are written by all conditions of people. 


IHlere the cardboard is made from 
fresh, sweet s1~uce trees; here it is 
into the requisite sizes, and here 
cards are printed, packed and shipped 
Cincinnati Commercial Tribune. 





apace, 


TWO 
¢ HUNDRED 
3 PICTURES, 


We have just opened our first 
lot of fall pictures. A lot made 
up of many old familiar sub- 
jects, too popular to be dropped, 
together with a splendid lot of 
subjects produced this season 
for the first time. They make 
altogether a creditable art ex- 
hibit, and it will be worth your 
while to look them through. 


Style, 


Soft toned autogravures, Ve- 
netian photogravures in coors, 
platinettes, etchings, improved 
pastels and steel engravings. 


Subjects, 


Architectural and water 
scenes from old Venice, grand 
mountain views from Yellow- 
stone Park, landscapes in wintry 
robes and in June roses, Ma- 
donnas, Psyches, Evangelines, 
Priscillas, and a grand collec- 
tion of equine beauties, 


Mounted 


in frames-of ebony and gilt, 
straight oak, with gold leaf fill: 
ing, burnished gilt in scroll de- 
signs, English black oak and 
gilt. Popular prices will move 
them quick 


Titus & Buckley 
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BRIGHT SAYINGS 


Printers’ IN«K solicits marked copies of print- 
ed advertisements in which “ bright say- 
ings,’’ terse and epigrammatic expressions, 
appear. There are many of them, and some 
of them are very good 





** Tue big store ’’ with prices. 





Prices wl to the finest p« 


In this we touch the limit of clot 
excellence. 

A FAIR inspection and an 
ment is all we ask. 


honest judg 

THE sort of clothing we sell looks 
best under strong light. 

Ir it’s a fad you've heard about or 
read of, it’s here awaiting you 

You may match the prices, but you 
can’t match the goods at the prices 





IF you can’t do better 


anywhere 
else we won't ask for your cust 





yn 








A SALE once—trade for all tin 
that is the way our custome 





le 





are as good as your 


OUR wear: s 
is Saks, Birminghan 1la 


money.— 1 





You expect of us what other mer 
chants can’t even consider, and you 
shall not be disappointed. 





Some clothing is 
aight up and doy 
beauty. Not so 

WE are just 
we sold nothi 














here every accepted style. 

Let us do t..e worrying We Il 
everything boys wear, and make right 
anything that may ~o wrong 

Our aim is to satisfy eve purchase 
all the way through. Sell 1 onc 
isn’t the point—-we want to sell you hats 
“forever after.” 

WeE sell hats on the sam vad prin 





ciples on which we sell clothing ; sell 
"em to you for wnat they co 
an honest profit. 

Con 
which to try clothing offering See 
all the others—then examine ours, we’l 
gladly abide by your decision 








PARISON is the touchstone with 








THIS company purchases more oats, 
many times over, than any other con 
cern in the world, but only the very 
best of them go into Quaker Oats. 

Every garment is of the best mate- 
rial, selected with the best care from 
the best work of the best tailors, and is 
bound to giveethe best satisfaction. 





To look means to purchase, so don’t 
look unless you want to p rchase, tor 
if you do you can’t help purchasing. 
We will be glad to see you at any rate. 





Even a casual inspection reveals the 
fineness of our $20 suits. Careful ex 
amination not only echoes the pleasing 
impression of appearances, but strength- 
ens it. 

IF you haven’t seen the handsome 
Foulard scarfs that recently dropped 
from 50 cents to 25 cents you haven’t 
seen the star neckwear bargain of the 
season, 


We like to talk of the quality in 
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Utica clothes—like 
to look for quality 
hes, because that 





rings them 


ComME to see us and buy one of 
$2 hats, and you will see why we 
so busy selling them that we have 
time to write advertisements 
than these. 

WHEN you iimd your eyes are 
ting tired you should at once con 
an oculist. Do not take the advice 
any stationer or ironmonger who s 
folding glasses, or you may have y 
eyesight ruined forever. The 
sight is the most precious faculty 
possess, and should be treasured 
cared for accordingly. 


the “‘little extras’ as he is 
e prominent features of hi 
It’s the up-to-date necktie, 
correct glove, the properly shaped s 
the stylish hat and immaculate | 
that distinguish the well dressed 
from his less particular thers 
haberdashery is bought from the wor 


best makers and is correct, ricl 














exclusive 








furs store nearing its fift 
birthday Old residents need not 
reminded of its service. They ur 
stand, far better than the writer, 
part it plays in the economy of 
personal domestic routine. B 





is both it, and in perfect good 
to occasionally address ourselves to 
comers and visitors. They mav n 
n close touch with the Macy 
lo them we say : Join 

uency Study the 
the smallest type may lead to 








rue Macy adveriising represent 
be ideas of modern retailing. It 
goods and facts « 


ng prices that claim the thoughtf 





tention of the conservative and tl 
We do not write for literary st 
and critics. Our efforts are 1 ‘ 
command the interest of intelligent 
lysts connect the 

the possibiliti 





English may 
but the motives, principle 





rie it advocates are sound 


honest. rhat’s worth remember 


Tue history of rug-making dates 
to the most ancient times. Rugs 
the first floor-coverings used. It is 
these ancient fabrics that carpets 
their origin and from which their 
signs were adopted. Oriental rugs w 
made by hand, and the process is 
slow. No two are alike, making a 
interesting feature of the vast var 
Beside being noted for their long 
ing qualities, there is a fascination : 
them, from the fact that they 
copies of relics of antiquity, avai 
for use in our modern homes. The 
lection that we are showing consists 











perfect gems, each one with its int 


esting history. It comprises pieces 
Antique Persian, Bokarras, Iran. 7 
Kerman, Serape, Royal India, Gor 
Rugs of Serabend, Tiflis, Senna, 
van, Kurdistan, etc. which could 
only be procured at fabulous price 














nes 


c 
sult 
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] Ss 
ir 





correct dresser is as caref 
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STOWELL. 
Stowell, who 
as general 


CHAS 
Of Dr. Chas. 
ceeds Alfred E. Rose 
ager of the J. C. Ayer Company, 
Maker has this to say: 
Stowell is between forty-five 
years of age. He received 
y education at old Genesee Col- 
now known as Syracuse Univer- 
He was graduated from the medi- 
department of the University of 
in 1872, and, after practicing 
for three years in Syracuse, 
was recalled to his alma mater 
a professorship, where re- 
for thirteen years. During 
time he held three professorships, one 
in the medical, literary arfd law 
tments. In 1888 he resigned these 
ons to engage in the practice of a 
alty in Washington, D. C. During 
years Dr. Stowell wrote a number 
voks, until now has ten or twelve 
market, devoted to various scien- 
such as physiology, 
books 


H. 
HL 


DR. 
suc- 
man- 
the 


wspaper 
Dr. 
fifty 
lite 
lege, 


and 
his 





sity. 


cal 


Michi 
medicine 


Y., 


gan 


N. 


he 





his 


mained 





these 
of b 


on the 


he 
tific 


scopy 


subjects, 
and pathology. 
extensively used 
well and favorably 
his best-known bx 
“Health Ser 
are hve 
them had a 
to over 

For some 
Dr. 
n 


have 
and 
Prob- 
] 


rhese 
tex 
known. 


n as ,00KS 





r€€ 
are 


ably 





KS are 


— 
physio 
a some 
l one 
million 


ies” on 
these 
very | 
a quarter 
years 
Stowell was especially 
writing literature for 
medicine houses and in doing 
allied to this During tne 
ye he | written 
ture for the J. \yer Cor 
Stowell is most approachable, 
of the newspaper fraternity 
certain of a cordial welcome 
1 hearty speeding. He is pop 
the employees of the Ayer « 
and had vote been taken 
choice of a to Mr, 
genial doctor have 
ted unanimously 
~~? 
OF 
HOUSES 


be surprised,” 





of books, 
irgc Saic, 
of a 
before ¢ 








pro- 








irs 1as 








always 





for 
Rose 
1 


cern, 
the 


the 


a 
successor 
would een 
elec 
THEY BUY MAIL ORDER 
“You would 
prominent manufacturer the 
“to know how many retailers in differ- 
ent parts of the country are patronizing 
the so-called ‘catalogue houses.’ I know 
of several carriage dealers who fill or 
ders from the mail order houses, and 
our traveling men find wor same thing 
true in other lines. It only shows that 
the order system has advantages 
which all the resolutions of manufact 
urers’ and dealers’ associations can 
never overcome. It is growing every 
day. And why shouldn’t it? It brings 
the ianufacturer’s entire stock direct 
to the door of the consumer, giving him 
an advantage of a range of selection, 
which he can never find in a country 
ane, to say nothing of .... saving in 
price.” — Agricult ural Advertising. 
> 
Every extensive 
write occasional 


said a 
other day, 








advertiser 
: reading notices about 
happenings connected with his busi 
ness. Send them to the paper and re- 
quest that they be printed. A number 
of publishers will comp ly and such pub 
licity is first-class adver tising. 


should 





micro- | 
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ARRANGED BY STATES. 
CONNECTICUT. 


YHE DAY, New London, carries five times more 
wants than any other New London county 





‘I 





paper. Rates are very” low, too. 
GEORGIA. 

SOUTHERN FANMER, Athens, Ga. Leading 

“ Southern agricultural publication. Thrifty 

people read it; 22,000 monthly. Covers South 


ILLINOIS. 


( YONKEY’S HOME JOURNAL excels as a me 

dium for interesting a good class of people 
in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and weil- 
to-do home—and are naturally mz ah oe +r buyers. 
150,000 at 60 cents flat. W. B. NKEY COM- 
PANY, Chicago, Illinois, 


MAINE. 


> OYAL Baking I owde r ‘pays us same as Pink 

\ ham—Pinkha ame as Royal Baking Pow 
der. Other adverti s do the same. _tsn’t that 
the way to treat them—flat rate—all alike! Have 

our 7 on cu ) = three good ads not yet with 
u n on same ba COURIER- 
GAZI ‘TE. eo kland, |, Me. (See Rowell’s.) 


CANADA. 


(DIAN ADVERTISING is best done by TH! 
DESBARATS ADVERTISING 





and Southwest, Advertising rates very low. 











Z 








sis, 









( 


E 
Montreal. 





CLASS PAPERS. 


ADVERTISING. 


S’INK a mi 
l subject of adve 


is 





ine devoted to the 
sing. Its stan‘ing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver 
tisers as being that of a recognized authority. 
Chicago (IL.) News. 

PRINTERS’ INK is devoted exclusive ly to adver 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 

value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint. Subsc ription price #5 a 
year. Advertising rates, classific d 2 
each time, display 50 cents a line. 4-page 














ge $50, whole page $100 each time. asda ss 
P RK tINTE RS’ s’ INK, 10 Spruce St. , New York. 
RELIGIOUS, 
BAPTIST. 


Y‘HEG 





IRGIA BAPTIST, Augusta, Ga., is read 









by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South Carolina, Ala 
bama and Florida, Cire’n for 1899, 6,275 weekly. 





Displayed Advertisements. 


50 cents a line; $700 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


- 13 LEFT. 


I am cleaning house, and have about 
| 113 books of June, 1899, edition of the 
American Newspape r Directory on 
hand that I wish to dispose of. 
Send me 30 cents to pay the ress 

e and I will send you a copy 


expr 
Address 
PETER DOUGAN, 
0 SPRUCE ST NEW YORK, 
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Results ! ] 


Are you satisfied with the results 
from your present advertising ? 

Are your circulars and booxlets 
satisfactory ? 

Don’t you think they could be im- 
proved—in the matter, the style, 
the display, the printing? 

Is your Oftice stationery all it 
should be—is it sufficiently neat and 


| attractive? 


If you are dissatisfied you surely 
need my services. 

I write, display and print adver- 
tising literature of all kinds and 
have built up an international rep- 
utation for excellent work. 

have the “knack” of doing it 
just the right way—the telling way 
—the profitable way. No fancy 
frills or flowery language in the ads 
I write, but plain money-making, 
business-getting arguments. 

The best writing, best type, best 
printing — producing the best re- 
sults. 

Try me once—you’ll be sorry you 
didn’t know me betore. 

Write for my free booklet, ‘“* Ten 
Dollars a Thousand.”’ 


WM. JOHNSTON, 


MANAGER PRINTERS’ INK PRESS, 


10 SPRUCE STREET, NEW YORK. 


Honest goods, 
honest prices, 
honestly presented 
to honest people, 
Find a ready sale 
among the readers of 


THE CHRISTIAN 
WITNESS, 
BOSTON, 


The circulation, 10,000 
weekly, is small. 
So is the 
advertising rate. 
However, it pays. 
That’sthe main point. 








A NEWSPAPER 
WITH A VALUE 


is one advertisers should patronize. THE 


ulfalo Review 


is INDISPENSABLE to most of its readers 


and is valuable to all. It alone contains 
information which is necessary to thou- 
sands of its subscribers. It is read and 


kept on file. 


Guaranteed Circulation, 10,500. 


W. E. SCOTT, THE BUFFALO REVIEW CO., 
150 Nassau St., New York, BurraLo, N.Y. 


Mer. Foreign Advg. 
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About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the cir¢ ule ation and character of Ame rican 
newspapers. He has always at hand, in chronological order, accessible at a moment's 
not tice, a conveniently arranged mass of iIntere sting doc uments, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 

rehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date appeared September Ist. This is the third quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 


GEORGE P. ROWELL & CO., Publishers, No. 10 Spruce Street, New York. 











ee Gee ee ee 
THE EVENING JOURNAL } 
OF JERSEY CITY, N. J. 

‘ 4 

t 


Goes into over 13,000 families in Jersey City, andis a guest in 


over 80 per cent of the English-speaking households in the city. 


Average daily Average daily circulu- —s . 
circulation in uJ tion for three months I 5 J O r 
4. 49 J) + 


1899 ending March 31, 1900 
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COLUMBIA, S. C 
Daily—Sundcay—Semi-Weekly. 


The American Newspaper Directory accords THe STaAre a larger 
circulation than any other South Carolina daily. 

Published at Columbia, the Capital of the State and the center of 
the great cotton manufacturing industry of the South, Tuk Strate 
occupies a commanding position. i bu eleven railway 
tines radiating from Columbia an vit nore than one hundred 
towns before noon every day i ie year, it “the morning paper ”’ 
for three-fourths the entire State 

With one matrix or one electro advertisers may c 
whole State, with nothing but Tue STATE Addr 


THE STATE COMPANY, Publishers, 
COLUMBIA, S.C 


Also publishers SoutHeRn Curistian ApyocaTt (Weekly), organ 
of 75,000 Methodist Church members in South Carolina. 
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Whatever you sell, whatever 
your business capital, your ad- 


vertising list is incomplete with- 
















out 





No general advertiser can afford 


to omit this’ half-century-old 
exponent of all that is best in 
rural affairs. Its pages are 
practical, and _ its _ practical 
readers are the very best buy- 


ers in the world. 


“We are surprised to observe the rate at which our sales origin 
ating in the PRACTICAL FARMER are increasing. This has forged 
ahead faster than any paper on our list. 


“FARMERS’ HANDY WAGON CO., Saginaw, Mich.” 





worn statement of circulation for one 
year shows an average of 38,129 
copies printed per weeke:S:S:SxS:SxS_5 





Only one rate. 
If interested, write. 


The farmers’ purchasing power in 1gor will be 
larger than ever before. 
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TOILETTES is the leading fashion 
journal of America. It originates its 
designs and each design is thoroughly 
practical. 
It is under new ownership and 
management. 
It is twenty-one years of age. 
Its December issue is 55,000 copies. 
You can tell why so many women 
read it if you will ask for a sample 
copy. | 
As an authority upon American 
fashions twenty women often read 
and reread a single copy of TOILETTES. 
Advertising rate 50c. a line (agate). 
We want every general advertiser 
and every advertising agent (their 
wives also) to read “‘ Totlettes.’’ We 


shall be pleased to send a free sample 
copy of December issue. 


THE TOILETTES COMPANY, 
170 Fifth Avenue, 
New York. 


Mr. W. C. Gibson is in no way connected with this 
publication. 
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KANSAS IN 1g00 


.S the most promising field in the Union for the judicious advertiser. 
The people are enjoying a period of unexampled prosperity, and 
have the money to buy what the advertiser offers them. 


Te TOPEKA CAPITAL 


Is the direct road to the best homes in Kansas. It reaches every city and county 
in the State, and in circulation, character and confidence of the people has no rival 


AVERACE CIRCULATION FOR i899. 
Daily Edition, 11,484 Semi-Weekly, 16,540 
Sunday Edition, 12,434. 





POSTOFFICE FIGURES—Showing Newspaper Postage Paid in Topeka 
During the Year 1899. THE CAPITAL pays 52% Per Cent of the Whole 
or $537.89 More Than All the Other 45 Papers Together. 


THECAPITAL, . . .. . . . . $5.182.91 




























1. State Journal.. Sods, SeVSSeERESERDOEREUS Ses StoeswETOOSTeS 
2. State Journal, weekly . : " camaan ate 
3. Democrat, daily. on asa 

4. Kansas Farmer, we ae 

5. The Advocate, weekly: . p Geeeeesusensevuns 

6. The Mail and Breeze, week! . eee 
anes  ccnkedeconhscpwaheuetonssee 

8. The Kansas Telegr: iph, wee pont; 

9. Merchants’ Journa 

10. State Ledger, weekly ............ eee 

11. Medical Journal, weekly SERRE Ss 

12. Western Odd Fellow, wee kly...: pecanwees 

13, The Plaindealer, weekly 

14. Western School Journal, monthly 

15. Kansas Worker, monthly a eoaeee-« coors 

16. High School World, IE acco cocatraciutecsnuson 

7. Kansas F. A. & I. Union, monthly. : 

18. Saving Health, es 

19. Poultry Breeder, monthly . oweneeesenmenmneneswenes 


2). Baptist Visitor, monthly . 
. Poultry West, monthly... 
, Kansas Children’s Home Finder, monthly 
23. Protector, monthly.............c00 -se+ 
24. Ancient Order of Pyramids, monthly. 
25. Western Veteran, monthly............. 
26. Forsamlingen Budbarare, monthly 
27. Kansas State Notes, monthly....... 
28. Gleanings, quarte rly eeevcevecces 
29. Volksblatt, weekly......... 
30. The New Woman, monthly..... 
31. The Washburn Review, weekly .. ae 
32. Western Pigeon Review, weekly...........seccsesees 
33. Barks and Cackles, weekly 
i. Kansas Messenger, weekly 5 
Kimbull Family News............... 
36. Spirit of Kansas, weekly 
37. Colored Citizen, weekly. 
. Christian Blade, monthly 
. Shorthand for Everybody, ‘monthly 
. Topeka Monitor, quarterly........... 
5 BENS POMOCTOS, WOPRIT..cccccsoseccececcescoccsces 
2. Kansas State Sunday School Journal, monthly. 
; i SO ET ....nrccece sccsecesesonse » 
. Kansas Churchman, monthly. . 
. Western Barber, monthly. pastuesane seusenedsaeaesesadeteda 


THE CAPITAL, in excess of all nee other 45 papers ented $537. 89 


on 


2 
Sas 




















: | $4,645.02 








S. C. BECKWITH SPECIAL AGENCY, 


SOLE A jENTS FOREIGN ADVERTISING, 
469 The Rockery, Chicago. 47, 48, 49 and 59 Tribune Bldg., New York. 
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A Silent 
& Sveaker- 











appearing before an audience of 
135,000 persons daily is a well 
designed and carefully worded 


card in 


Kissam’s “L” Kars 


In the City of Brooklyn with its 





1,300,000 population of intelli- 
gent people. Have you any- 


thing to say to them? Write 




















Seo. Kissam & Co. 


253 Broadway, N.Y. 


Written by G. W. Bull, Denver, Colo. 
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Franklin knew nothing 


about electricity until 


he flew his kite. 








OU will know noth- 
ing about business 
until you try STREET 
CAR ADVERTISING. 
If you think there is logic 
in this and want the 
“Kind that Pays” con- 
sult GEo. Kissam & Co., 
253 Broadway, N.Y. 15 
branch offices. The larg- 
est street car advertising 
concern in the world. 
We hold the ‘‘ key.” 


Written by Arthur D. Ferris, Brooklyn, N. Y. 
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The Successful Five! 


The reference books of Dun and Bradstreet contain detailed teports 
of the character, capacity and capital of every man doing business in 
the United States, and statistics show that only about five in every 
one hundred of these retire from business successful, says an ex- 


change. These five will almost invariably be found to have been 
men who learned at the school of adversity in their youth how to 
govern their wants and themselves.—A merican Printer. 


The majority of printers starting in business invariably 
deal with the ink house that offers the longest credit. 

If the bill is charged, it matters not whether the ink 
costs one dollar or five dollars, and to appear as large 
buyers they order double the quantity needed. When 
the end of the year comes around and the balance is on 
the wrong side of the ledger, they wonder how it hap. 
pened. These are some of the reasons why ninety-five 
out of every hundred never get their heads above water, 
and are wasting their lives working for some ink man or 
paper man. The other five who retire successful are those 
who watched every detail, paid cash for their purchases 
and never bought large quantities for appearance sake. 

In my last advertisement I mentioned about fictitious 
price lists. Take the trade papers and see which ink house 
prints the prices of the inks used on their fancy specimens. 
One printer will be allowed fifty per cent off, while another 
fellow will have to pay full list figures. I made my 
prices net cash and published them in all my literature. 

It makes no difference whether you own forty cylinder 
presses or one old hand press, you will have to plank 
down your money before you get my goods. 

It may be hard on you to pay in advance but you will 
stand more chance of retiring among the successful five 
than the fellow who buys recklessly and is never out of an 
ink man’s debt. 

Send for my price list and rest assured that if the inks 
are not found as represented I will refund your money 
and pay all transportation charges. Address 


PRINTERS INK JONSON, 
13 Spruce Street, New York City. 
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Fight Insertions Gratis. 





An advertisement contracted for to 
appear in Printers’ Ink for the year 
1901 will be inserted 


| ai 


in all the remaining’ issues of 1900. 


Address 
PRINTERS’ INK, 


10 Spruce Street, - - - New York. 
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A SOLID 
INVESTMENT. A Card in 

DAILY the Brooklyn ‘ L’’ 
DIVIDENDS. 











There’s never any doubt 
about it; always sure; it al- 
ways pays. Unlike most 
investments, it pays its divi- 
dends DAILY. Every day 
in the year; every minute of 
the day—throughout the full 
24 hours. This large car card 
talks business; talks _inces- 
santly, yet never bores. 

It’s a solid investment for 
all business men. Write to, 


or call at once on 








GEO. KISSAM & GO. 


253 Broadway, New York. 




















Written by Ferdinand Luderer, Detroit, Mich. 























